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The total number of columns of paid aavertising, 
excluding all announcements of the newspapers 
themselves and other forms of free advertising, 
printed by the five English dailies of St. Louis 
during the months of July, August and September, 
1894 and 1895, was as follows: 
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1894 1895 Increase 
Cols. Cols. Cols, 


Republic, 1,913.42 2,884.71 971.29 


Globe-Democrat, 2,682.42 2,715.80 33.38 
Post-Dispatch, 2,174.42 « 2,475.12 300.70 
Chronicle, 1,526.15 1,664.53 138.38 
Star-Sayings, 1,670.08 2,054.52 384.44 
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It will be seen that the increase in THE RE- 
PUBLIC'S was a little more than 50 per cent. 
No other paper increased half as much as THE 
REPUBLIC did. The aggregate increase of all 
the others combined was, in fact, 114.39 columns 
less than the increase of THE REPUBLIC alone. 
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“IT IS 
ADVERTISED 
IN THE 
LOCAL 
PAPER 
EVERY 
WEEK.” 











“] bought some yesterday and find it just as 
represented in the advertisement.” 

The influence of the local weekly cannot be 
fully realized by advertisers who consider that in 
using the dailies, magazines and religious weeklies 
they reach everybody. 

Argue it as they may, the fact remains that the 
one paper which the country people read is the 
local paper of their own town. 

That paper is thoroughly read from e nd to end 
Nothing takes its place. 





More than one-sixth of the entire reading population o! 
the United States, outside of large cities, read every week th« 
1520 local papers comprising the Atlantic Coast Lists. 

One order and one electrotype does the business. 

Catalogue and information for the asking. 


POPOL IPPOP EI IIIIGS 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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i JOURNAL 
ENTERED AS SECOND-CLasS MATTER AT THE 
Vol. XIII, NEW YORK, 
ADVERTISING. 


Hopkins 


SENSATIONAL 
‘By Claude C 


We all dislike to say that sensational- 
ism is valuable in advertising. We all 
know that it We talk about good 
udvertising being plain common sense, 
and then struggle after 
sensational as hard as we 
that is good common sense. 

What is 
Welster defines it as something cal- 
vulated to excite great interest. Isn't 
that what we areafter? Isn’t that ad- 


is. 


something 
And 


can. 


sensationalism anyway? 


vertising ? 

Sensationalism can do in a day what 
plain common sense may fail to do in 
1 year. Sensationalism may do with a 
lollar what mere common sense could 
scarcely accomplish with a thousand 
lollars. 

I say sense ; sensationalism is sense. 
It is the deepest kind of advertising 
wisdom. We may call it undignified, 
but if it has a greater money-winning 
value than dignity we want it. 

People don’t warm up to dignity. 
rhey fairly thirst for the sensational. 
We cannot overlook human nature 
idvertising. It is easier to go with the 
than to make the tide turn our 


in 


tide 
way. 
I fear that the men who cry against 
ensational advertising are the men 
who are incapable of it. If there is 
iny method for getting the people of 
city talking about my article in a 
ood-natured way, I want it. I would 
ot care whether theorists called my 
iethod sensible or not. If it 
ople thinking good-humoredly 
vhat I advertise it would 
ivertising. Sensible argument could 
ye afterward, and it would find 
eople ready to listen. 
The test of sensible advertising is the 
st of results. It isn’t good sense to 
) advertising that does not bring them. 
t isn’t bad sense to do advertising in 
ny way that does. 
The largest circulations are attained 
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by sensational newspapers. The largest 
tabernacles are built for sensational 
preachers. The largest audiences are 
secured by sensational plays. Such is 
human nature as we find it. 

I am using the sensationalism 
as the antonym of dullness. I do not 


word 


want to appear as the advocate of any 


low order of it. There is brilliant 
sensationalism. The money-making 
kind of brilliancy is sensational. Defi- 
nitions of the word sensational] can dif- 
fer as widely as do the definitions of 
the words noted and notorious. There 
is a right kind and a wrong kind—a 
helpful kind and a damaging kind—of 
sensationalism. 

Nobody can make a stir by being 
prosaic. That style is too common— 
too easy. Dullness can seldom find an 
audience. The man who seeks to at- 
tract people and their money must be 
interesting. 

ralk about people not reading ad- 
ertisements ! \\ e wouldn’t even read 
the newspapers if they were half as 
prosaic as some of our ads are. 

The people who like Bacon and 
Emerson are as one to ten thousand to 
the people who read Bill Nye’s effu 
sions, the Duchess—and Albert Ross, 
even, 

Few enough people claim to enjoy 
classical music. Few of those who 
claim to really do. Most people will 
listen to it, because authorities say it 
But let the band play ‘‘ Annie 
Home, Sweet Home,”’ or 
even, and human nature 
asserts itself in cheers. About every 
boy in Christendom has whistled 
‘*Sweet Marie,” but how many older 
people would recognize an air from 
Chopin if they heard it? 

So the world goes. It seems too 
bad to some of us philosophers. But 
what of it? We advertisers must take 
the world as we find it. Our business 
is to win people, not to make them 
over. We ought to be interesting. 
When a thing is interesting in a high 
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degree it becomes sensational. We 
ought to aim at sensation. 

When Captain Andrews sailed across 
the ocean in the little boat **Sapolio” 
he did not demonstrate a single virtue 
in the cleaning soap, but he adver- 
tised it. 

What does the fact that there is a 
woman in the moon argue for Pearl- 
ine? Yet we all wish that we had 
heard of her before Mr. Pyle did. 

Anything new is interesting. Some 
things are novel enough to be sensa- 
tional. Advertising methods can be- 
come so. A style of language has be- 
come so. So have novelties in art, in 
display and in ideas. 

But of what good is this theory now 
that I have stated it? None of us 
know how to make advertising just 
what we think it should be. Theories 
are good, though—at least good ones 
are. ‘They take us back to the starting 
point, sometimes, and direct our course 
over, We are apt to drift away on by- 
paths in advertising. We follow some 
pet ideas, Often they lead us away 
from the original principles of adver- 
tising, founded in human nature. 
Sometimes theories bring us back. 
eer anda 
BIRTH AND DEVELOPMENT OF 

RELIGIOUS JOURNALISM. 


By Geo. P. Morris. 


John Wesley was sagacious enough 
to establish the Arminian Magazine in 
1778, for, said he, ‘‘it cannot be that 
people should grow in grace unless 
they give themselves to reading. A 
reading people will always be a know- 
ing people.’’ Jonathan Edwards con- 
fessed that he ‘‘ used to be eager to 
read public news-letters, mainly for the 
end to see if I could not find some 
news favorable to the interests of relig- 
ion in the world.’’ Many others in 
the United States felt as Edwards did, 
but they found little in the secular 
press of their time to satisfy their 
longing, and it was not until the early 
part of this century that the Christians 
of the United States realized that 
Wesley was shrewd when he made the 
printing-press serve his purposes as 
well as those of worldlings. 

Just when the first religious peri- 
odical was printed in*the United States 
is a much disputed question. In 1805 
the Protestant Episcopal Bishop of 
Connecticut issued a monthly, the 
Churchman’s Magazine, in New 
Haven, but it did not live long. The 





Herald of Gospel Liberty appeared in 
Portsmouth, N. H., September 1, 1808, 
but it existed only a brief time. In 
1811 a Free-Will Baptist elder—John 
Buzzell—issued, in a Maine village, a 
monthly called the Refigious Magazine, 
which, though it was short-lived, is 
claimed by the Morning Star of Bos- 
ton as its ancestor, In September, 
1813, John W. Scott, of Philadelphia, 
began in that city to publish weekly 
the Religious Remembrancer, which 
lived as such for ten years and then 
began to change owners and names, 
until in 1840 it found a name—the 
Christian Observer—and a habitat in 
Louisville, Ky., where it is to-day a 
leading organ of the Presbyterian 
Church (South). In July, 1814, Rev. 
John Andrews began to issue a relig- 
lous weekly, the Recorder, in Chilli- 
cothe, Ohio, which by the same man- 
ner of descent is now the /’resbyterian 
Banner of Pittsburg, Pa. In July, 
1815, Rev. J. H. Rice started but did 
not establish the Christian Monitor in 
Richmond, Va. 

In 1812 Nathaniel Willis—father of 
N. P. Willis, the poet—a Boston 
printer, then recently converted, began 
to discuss with the conservative Con- 
gregational divines and deacons about 
the desirability of establishing a relig- 
ious weekly newspaper in Boston 
Deacon Jeremiah Evarts, editor of the 
/'anoplist and father of ex-Secretary 
of State Wm. M. Evarts, agreed t 
aid, but finally withdrew. Rev. Dr 
E. D. Griffin of Park Street Church 
so says Willis, said ‘‘he had never 
heard of such a thing as religion in 
a newspaper ; it would do in a maga 
zine.’’ But Rev. Dr. Jedediah Mors: 
of Charleston, father of S. F. B 
Morse, of Morse alphabet fame, wa 
more kindly and sympathetic, and i 
October, 1815, the prospectus of tl 
Boston “Recorder was issued. Januar 
3, 1816, the first number of the ne 
paper was sent forth; in 1825 it a 
sorbed the 7Zelgrafph; in 1849 
merged with the New England Pur 
tan and became the /’uritan Recorac 
resuming its original title in 1858 an 
thus it remained until 1867, when 
merged with the Congregationali 
which had been founded in 1849. 

In 1819 the Baptists of New En; 
land established the Watchman an 
Reflector, now the Watchman. 1: 
1823 the Morses, who had first be¢ 
interested in the Boston Recorder, wen 
over to New York and gave the Pres 
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byterians the Wew York Observer. In 
1821 it became imperative that the 

nitarians should have a weekly organ, 
and the Christian Register was started. 
The same year Bishop England, 
Roman Catholic Bishop of Charleston, 
South Carolina, issued the United 
States Catholic Miscellany, which had a 

mg and honorable career. In 1823 
Zion's Herald appeared as the New 
England mouthpiece o{ the then de- 
spised Methodists. 

Thus, in a period of a decade and a 
half, at least twelve journals were born 
which claimed to be 
papers. The secular press at that time 
was far more expensive relatively than 
tis now. Its news was heterogeneous 
in character, though limited in range, 
and the editorials were either indif- 
ferent to or hostile to religion. The 
young people were migrating from the 
earlier settled portions of the country, 
ind journals which might be the means 
f communication between the pi- 
meers in the West and the centers of 
spiritual life and material resources in 
the East were needed. A new 
eption of the duty of Christians in 


religious news- 


con- 


\merica to the non-Christian popula- 
tions of Asia, Africa and the islands of 
the sea was just beginning to dawn, 
ind means for diffusing intelligence 
ind kindling enthusiasm were needed. 


Hence the American Board of Com- 
nissioners for Foreign Missions, soon 
ifter it was established in 1810, began 
publication of one of the first 
nonthly magazines in the country, 
which yet lives in the Missionary 
Herald, with its monthly circulation of 
24,000 copies. 
Also, more especially in New Eng- 
und, owing to the doctrinal controver- 
between the Arminians and Cal- 
and between Trinitarian and 
nitarian Congregationalists, which 
ere raging just at this time, it be- 
ime imperative that new weapons for 
ntroversy should be forged. Hence 
religious newspaper became a ne- 
ssity, though too often the original 
oad purpose of the journal was lost 
ght of in the bitter partisanship of 
ntroversy. Nathaniel Willis, how- 
er, declined to permit the Boston 
der to become the organ of the 
initarians because, as he said, ‘‘ the 
per was intended as a vehicle of in- 
igence, which would be excluded so 
as long discussions were admitted.”’ 
is attitude, together with his com- 
nts on the claims of the Herald of 


es 


nists, 


INK, 5 
Gospel Liberty and the Christian 
Remembrancer to being called ‘* news- 
papers,”’ shows clearly that he was the 
first man in this country to have a 
definite conception of what a religious 
newspaper should be and the first to 
adhere to and live up to that ideai. 

Still it must be acknowledged that, 
with all the developments in religious 
journalism within a decade—and they 
have been quite as marked as in any 
other class of journals—we are not so 
much superior to the pioneers in the 
theory-of art. The editors of to-day 
have resources—typographical and 
pecuniary—that the pioneers knew 
nothing of. Typesetting machines, 
the photo-mechanical processes of en- 
graving, skillful designers of artistic 
embellishments, stand ready to 
operate in making the exterior beauti- 
ful and attractive. Great news-collect- 
ing agencies place on the editors’ desks 
reports of ecclesiastical gatherings, 
massacres of missionaries, audiences 
with potentates, in as many hours as it 
took months when Nathaniel Willis 
began the Boston Recorder. Time, 
energy and space that formerly were 
given to polemics are now devoted to 
better and more practical ends. The 
present is an era of good will, when 
the bitter, personal recriminations and 
sectarian feuds are disappearing. The 
typical religious editor of this decade 
is not the ablest polemicist, transferred 
for a season from the pulpit to a sanc- 
tum, The leading editorial is not a 
fragment of a sermon or an 
suitable for reading to a gathering of 
scholarly clerics. And yet when all 
this said, it remains true that 
originally the religious journal was in- 
tended to he quite as catholic, quite as 
wide-awake, quite as much a servant 
of the Kingdom of God as the best of 
them are to-day. That the earliest 
and best of them degenerated is due to 
the fact that they succumbed to in- 
fluences too strong to be resisted—and 
live. 

It has been asserted recently by one 
of the most reputable daily newspapers 
in New York City that ‘‘ the influence 
of the religious press is waning.” The 
influence of a certain type of religious 
newspaper is waning. A paper that is 
unattractive typographically; that is 
brought together by an indiscriminate 
use of scissors and paste and the in- 
sertion of sermons in the guise of 
editorials ; that has neither original 
editorials nor contributions; that is 
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dogmatic instead of judicial in its tone ; 
that exists to satisfy either the vanity 
of the editor or the self-complacency 
of his friends whom he praises ; that 
makes the Kingdom of God coter- 
minous with the Church—particular or 
universal—the influence of such a 
paper is waning, and deserves to. But 
no fair-minded critic of the religious 
press of to-day, as compared with that 
of a decade or two ago, can soberly as- 
sert that it has deteriorated or that its 
influence is waning. 

For, in the first place, most of the 
oldest and best of the religious jour- 
nals, stimulated by the competition of 
the magazines and daily newspapers, 
have spared no expense to adapt form 
and dress to the best standards of taste. 
The newer, comparatively inexpensive 
and yet artistic methods of illustrating 
have been adopted, and it is surprising 
how, within six months, illustrations 
have multiplied in the religious pub- 
lications. Not only the cover page, 
but also the various departments, are 
being adorned with portraits of suc- 
cessful preachers, authors, statesmen. 

Again, departments are multiplying. 
Experts are being placed in charge of 
them. Staffs are being enlarged. 
More of the income goes into the 
pockets of editors and contributors, 
and less of it into the coffers of the 
proprietors or of the denominations. 
Thoroughly educated, ambitious young 
men, who have made a specialty of 
history and the social sciences while 
studying at the best universities of 
this and European countries, and have 
decided upon journalism as a profes- 
sion, are now on the staffs of the best 
religious journals of the country, 
drawing salaries, which, if they are 
not quite as large, perhaps, as those 
given by journals of a more secular 
type, are accompanied by perquisites, 
dignities and exemptions from worry 
and temptation that compensate for 
any money loss.—Review of Reviews. 


——_»> 
WORTH A GUINEA? 

Evidently the writer of advertising jingles 
has not developed in England, to any great 
extent. At least Practical Photography re- 
cently offered a guinea prize “* for something 

ood about advertising,” and this was the 
t thing produced: 
I think that you’ll admit at once I’m right in my 


A man who shuns the printer’s ink is very far 
If you’d take the golden summit take my tip 
And be certain at the finish you will carry off 
es Push 
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PHILATELIC 
‘By C. E. 

The uninitiated person is surprised 
to learn of the large number of papers 
published, devoted to the interests of 
philately or stamp collecting. In this 
country there are over twenty regularly 
published weekly and monthly phila- 
telic magazines. 

Mekeel’s WU ‘eekly Stamp Neu IS, of St. 
Louis, is the most widely circulated 
stamp paper in existence; it claims a 
circulation of over ten thousand. The 
Weekly Philatelic Fra is an influentia! 
sheet, published at Portland, Maine. 
To go ‘‘from Maine to Texas,’’ we 
have the Lone Star State [Philatelist, 
a weekly at Abilene, Texas. 

The monthlies make a pretentious 
showing and in circulation they range 
from 500 to 5,000. Three of the most 
important stamp magazines are pub- 
lished from New York City; they are : 
American Journal of Philately, Metro- 
politan Philatelistand Post Office. Bos- 
ton has the Boston Stamp-Book and the 
Bay State Philatelist, The Pennsy/- 
vania Philatelist and the Eastern P hil- 
atest, published at Reading, Pa., and 
Newmarket, N. H., respectively, are 
of comparatively large circulation. 

The American Philatelic Magazine 
comes from Omaha; the Rocky Mount- 
ain Stamp from Denver and the PAi/- 
atelic Californian from Frisco, This 
list includes less than half of the total 
number of philatelic periodicals that 
flourish in the United States. 

For advertising support these papers 
are wholly dependent upon the stamp 
dealers, who, in turn, rely almost en- 
tirely upon the advertising qualities of 
the stamp papers for their trade. The 
stamp dealers are quite liberal adver- 
tisers, but their advertisements are not 
up to to-day, as a rule. They could 
take instruction from the ‘ Littl 
Schoolmaster"’ with profit. 

Mekeel’s Weekly is the only pape: 
which has an appreciable amount of 
outside advertising. It has a good ru 
of type-writer, bicycle, etc., ads 

The readers of the philatelic paper 
are an intelligent and studious class 
composed of possibly an equal numbe 
of adults and youths; and if advertiser 
in certain lines wish to reach the ‘‘stam 
cranks,” they have a fertile field i 
which to sow their ads 

ADVERTISE as you would drive a nail. 
lect the right spot and then hammer away 
Push, 





5 








PRINTERS’ INK. 








The successful business man is one 
who gets all things of value 
for as little cost as 


possible. 


The man who advertises in 


SSO 





GETS good value for HIS 
money and is successful. 


That’s a fact. 
Address: 


The Sun 


New York 
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Reason 
Why 


The 


Kansas 


City 


everybody in Kansas City who is able to 
pay for a daily paper buys 


—I have discovered in the State of Mis- 
souri a newspaper that is not edited by and 
for imbeciles, a newspaper that in its make- 
up appeals to people of taste and refine- 
ment. That paper is THE KANSASCITY 
STAR. I do not know a single person 
connected with this paper and the approval 
which I give it has no prompting of per- 
sonal interest behind it. THE STAR is 
aclean paper. * * * Its editorials bear 
every evidence of being the convictions of 
the men who write them. It is a daily 
evening paper in which one can always 
find a choice bit of verse and the news of 
what is going on in the Worlds of Art and 
Letters. Its literary criticisms are the best 
and clearest I have seen outside of the 
column written by Mr. Bridges in the New 
York Life.—St. Louis Mirror Editorial. 


These opinions have long been held 
reading public of Kansas City and the surround- 
ing region, which accounts for the 60,000 cir- 
culation of THE STAR’S daily and Sunday 
editions and the 110,000 circulation of its weekly 
edition, and the fact that local advertisers pay 
it more money than they pay to all other local 
papers together. 





a 


New York Office: 80 Times Building, 
FRANK HART, [igr. 


Chicago Office: 1320 Masonic Temple, 
W. T. DAVIS, ligr. 
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Million 
Dollars... 


Are to be expended in Seattle by one 
Company, in the near future, for the pur- 
pose of building a ship canal from Lake 
Washington to the deep sea at Seattle 
Harbor. Work is now progressing as 
rapidly as men, money and machinery 
can do it. 

Seattle is the Commercial Center of 
the Pacific Northwest, with a progress- 
ive, prosperous population of over 
60,000. Its best paper is the 


Seattle 
Times.. 


It goes to more homes in Seattle and 
near-by towns than any other paper. It 
is the City Official paper, is published 
every afternoon except Sunday, and 
reaches more than 100,000 population 
day of issue. 
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Prompt Pay 
Wins the Day 


Ask any newspaper man to name the 

one advertising agency that always pays 
its bills on the minute they are due and 
presented. Ask yourself whether a 
reputation of being the promptest pay of 
any, extended and sustained over thirty 
years, is or is not worth something in 
obtaining best service at the lowest price. 
If the answers are favorable to the 
undersigned and you wish to do some 


advertising 


ADDRESS 
THE GEO. P. ROWELL ADVERTISING COMPANY, 


NO. 10 SPRUCE STREET, NEW YORK, 





MR. PATTESON ON DIRECTORIES. 


ADDISON ARCHER ASKS HIM WHAT THE 
DEFECTS ARE IN NEWSPAPER DI- 
RECTORIES—MR. PATTESON THINKS 
IT’S HARD TO EXTRACT EXACT FIG- 
URES FROM PUBLISHERS AND THAT 
ABOUT THE BEST POSSIBLE BEING 
DONE ALREADY IN THAT DIRECTION, 


I went in to interview Mr. Charles 
S. Patteson, the proprietor and man- 
ager of Newspaperdom, in which ap- 
peared the other day an editorial, 
stating that there is a crying need for 
a better newspaper directory than any 
now in use. 

Mr. Patteson, although young in 
years, is a veteran in the newspaper 
business. He is a practical printer 


Is 


and a publisher ; knows all about news- 
paper questions, and is closely in touch 


with many leading newspapers and 
newspaper men 
throughout the country. 
He attends editorial and 
publishers’ association 
conventions and all that 
sort of thing, and his 
periodical looked 
upon as more or less of 
an oracle on matters per- 
taining to the publica- 
tion end of journalism. 

I, therefore, looked 
forward to a very inter- 
esting interview on this 
subject of newspaper di- 
rectories. As his pape 
had stated that none of 
those now existing are 
perfect I naturally ex- 
pected Mr. Patteson to state what the 
matter is with them as they are, and 
tell wherein they could be made less 
imperfect. 

‘*That editorial was written by the 
editor of Newspaperdom,”’ said Mr. 
Patteson. ‘‘ The copy passed through 
my hands before going to the composi- 
tor, and I consequently authorized its 
publication.” 

‘** Does the editorial 
view of the matter ?” 

‘« The views expressed entirely accord 
with the attitude of Newspaperdom gen- 
erally, in its advocacy of the interests 
of the publishers of daily and weekly 
newspapers. 

‘* You are familiar with the different 
newspaper directories ?”’ 

‘‘With a few of the leading ones. 
For fifteen years, as a newspaper man 
and publisher, I have had occasion to 


1s 
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represent your 


refer to such directories. Since the 
establishment of my periodical there 
have appeared numerous articles and 
discussions upon their management and 
plan, and I have, moreover, had fre- 
quent conversations with newspaper 
publishers regarding their defects and 
shortcomings.”’ 

‘*Then you believe newspaper di- 
rectories generally are imperfect ?” 

‘*That seems to be the impression. 
Some publishers even complain that 
ordinary justice is not done them in the 
matter of circulation ratings.” 

DIRECTORIES’ CHIEF DEFECT. 

‘*What is the chief defect of the 
newspaper directories as at present is- 
sued ?”” 

‘*T should say that, where there are 
any defects at all, the only one of any 
consequence is the circulation rating. 
No publisher is likely to misstate the 
size of his paper or the 
population of the town 
or the frequency of issue. 
When it comes to his 
statement regarding nu- 
merical circulation, he 
is always inclined to put 
his best foot forward.” 

‘* Have you noticed a 
tendency on the part of 
publishers to grow either 
better or worse for the 
last few years in this 
respect ?”’ 

‘*T am very sure that 
the tendency has been 
towards honest state- 
ments of circulation ; 
though_since character 
of circulation has become emphasized, 
publishers have striven to present the 
qierits of their publications from such 
a view point rather than from that of 
numerical circulation only.”’ 

**Do you know of any method that 
the newspaper directory publishers 
could adopt that would result in getting 
absolutely accurate statements of news- 
paper circulation ?” 

‘*It is obvious that there is none 
You cannot compel all the publishers 
of any town, city or section to make 
absolutely truthful statements of their 
circulation, any more than you can ex- 
pect a perfectly reliable statement of 
income for the benefit of the Treasury 
Department of the United States under 
an income tax law.” 

‘*How about the proposition that 
the National Editorial Association 
should attempt —— ?” 
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‘That has been proposed, and the 
same thing suggested with relation to 
the American Newspaper Publishers’ 
Association. But I do not see how 
any such organization could accomplish 
anything more in the desired direction 
than the concerns that now issue 
directories. It would seem that an 
association with so excellent an organ- 
ization as the A. N. P. A. possesses 
should be able to effect something 
along these lines, yet it is difficult to 
see how that body could deal with, 
say, two of its members who publish 
competing newspapers in the same 
town, each claiming the larger circula- 
tion.”’ 

‘*Of course, you are acquainted with 
the different directories, Mr. Patte- 
son?” 

Vee.” 

‘* Well, now, what do you think of 
Morse’s directory ?” 

“*My acquaintance is chiefly with 
the American Newspaper Directory, 
although I have Ayer’s in my office and 
frequently refer to it. I know prac- 
tically nothing about the others.” 

‘**Do you think the publishers of the 
American Newspaper Directory are at 
all successful in extracting reliable in- 
formation from publishers regarding 
circulation ?” 

PRESSURE PROVES SOMEWHAT SUCCESS- 
FUL. > 

‘“‘They are successful only as the 
pressure they bring to bear upon the 
publishers to make such truthful state- 
ments bears its legitimate fruit—that 
is, of course, leaving out of account 
the publisherse who voluntarily and 
gladly furnish trustworthy statements 
of their circulation. Many publishers 
have complained regarding the in- 
justice of the keyed ratings in the 
American Newspaper Directory. In 
this directory the letter J indicates a 
circulation exceeding 800, and the 
next higher rating, H, means exceed- 
ing 2,250. Many publishers with cir- 
culations of 1,500 or 1,800, for in- 
stance, complain against this schedule, 
apparently losing sight of its object, 
which is to draw out a statement upon 
which the directory can base a numer- 
ical rating. It is plain to any one 
that, to accord the ‘exceeding 800’ 
circulation to a newspaper within one, 
two or five hundred of the 2,250 
mark, places that newspaper in a de- 
cidedly disadvantageous light.” 

‘Would you suggest a return to the 
former method, which accorded two 


. aN . 
or three ratings between the figures re- 
ferred to ?” 

‘*No, I would not—that is, arguing 
from the standpoint of the directory. 
I believe a great many of the news- 
papers whose circulation falls between 
these two points have been constrained 
to make the tabulated statement of 
output that the Directory publishers re- 
quire for the more definite rating.” 

‘Can you think of any method the 
American Newspaper Directory could 
use to extract circulation figures more 
successfully than it is doing ?” 

‘*T do not know that Ido. I am 
sure its publishers have fairly lain 
awake nights over this problem for 
years, and it is hardly to be expected 
that I can throw much light upon it. 
It is evident that they have employed 
every argument and persuasion and 
device for drawing out reliable state- 
ments.”’ 

‘‘Is there a law in this State, Mr. 
Patteson, against obtaining advertising 
on false representation of circulation 
figures ?”’ 

‘There is such a law, but it’s a 
dead letter. There was also a law 
with the same bearing in connection 
with the income tax.” 

“* Do you believe any such law could 
ever become operative ?”’ 

—_. 

‘* Do you think it is an advantage to 
a newspaper not to state its circulation 
figures ?”’ 

‘*T do in some instances.’’ 

For instance ?”’ 

CASE OF THE ‘‘POST.”’ 

‘There would be no object in the 
Evening Post stating its circulation in 
competition with that of a newspaper 
whose circulation is among a class of 
people not calculated to make that news- 
paper a strong medium for the better 
class of goods. Experienced adver- 
tisers judge newspapers in their field 
by the character of their circulation, 
more than by extent of circulation, in 
some cases.”” 

‘*But the ZAvening Post does state 
its exact figures of circulation in the 
American Newspaper Directory, giving 
the daily average for the past year.”’ 

“*If I were the publisher of the 
Evening Post 1 should make no such 
statement.’’ 

‘Why not?” 

‘*It is unnecessary, and might result 
in loss of business where the advertising 
is placed by people who would be at- 
tracted to the Evening Post by the char- 
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acter of its contents as well as its cir- 


culation, but would be repelled if they 


should be influenced solely by a com- 
parison between its circulation and that 
f the Evening World or Evening 
Sun.” 

‘*Ts there not a distinct tendency on 
the part of advertisers to take into con- 
sideration the quality of the advertising 
is well as the amount ?’’ 

‘* Yes ; that is my contention. 

‘* But how about the very large papers 
in New York City, which refuse t 
their circul pe figures? Do ye 
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There are certain newspapers, every- 
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ADVERTISING AT THE FOOD SHOW. 

The annual Exhibition of Food Products 
and Appliances, which was formally opened 
at Madison Square Garden on October 3, has 
a peculiar interest to the general advertiser 
becat most, if not all, of the exhibits have 
een meade famous by extensive and persist- 
ent advertising. The Exhibition itself has 
been well advertised by newspaper and 
poster, and, though the first of its kind, it 
pretty certain t a success during the 
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We Are Gratified 








to see that most 


of the 











Largest Advertisers 


take cognizance of the 
fact that the 


St. Paul... 
... Jlobe 


is indispensable if they desire to cover the entire 


Northwest with the least money. 


How Is It With You? 


Cc. E. ELLIS, Special Representative, 


517-518 Temple Court, New York. 
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Out in the Extreme Northwest 


Neck of the Woods Things 
are Humming. 


| 


Seattle is lively. Puget Sound is lively. 
Washington is lively. 


The Post-Intelligencer 


IS BOOMING. 
In Seattle they are 


Digging a $7,000,000 canal. 
Building a warship. 
Putting up factories. 
Paving the streets. 


On Puget Sound they are 


Cutting more lumber than ever before. | 
Making and shipping more shingles. : 


Catching and canning more salmon. 
In Washington they are 

Harvesting a great big crop. 

The mines are turning out bullion. 

The stock raisers are prosperous. 


Do you want Washington 
Dollars ? 
The POST-INTELLIGENCER, Daily, Sun- 
day and Weekly, is the paper of Washington. 


Guarantees double the circulation of any paper 
in the State. 


Se rrr a a ae 


Seattle Post-Intelligencer, 


SEATTLE, WASH. 
SO] 


A. FRANK RICHARDSON, 
SPECIAL AGENT, 


13, 14, 15 Tribune Building, - New York City. 
ll 
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A Fire Red. | 


The Fireman's Herald, published weekly at No. 39 Cort 
landt St., New York, issues special editions at times, and tl 
covers are always printed in red ink. They had been trying for 
a long time to get an ink bright enough to look like fire, but 
were unsuccessful until they tried Jonson’s FirE RED, 

Mr. George H. Reinnagel, the editor of the paper, in a re- 
cent interview, said: ‘We have had only one experience with 
Jonson, but if all printers should have the same, Jonson would 
soon have a monopoly of the printing ink trade. We bought a 
certain red from him twice for the covers of our special editions. 
We had always had trouble to get from other makers the exact 
shade we wanted. and had to use Lake Reds, Geranium Reds 
and others, which were high-priced and never quite suited us. 
What we wanted was a typical shade of fire red, and Jonson 
seems to be the only one can make it. ‘The Independent Press, 
of No. 11 Frankfort St., does our printing, and they thought 
Jonson’s Fire Rep a remarkable ink. ‘They stated that they 
had used inks at $5 a pound that did not compare with it. 
They formerly bought our inks for us, but one day I saw 
Jonson’s advertisement in PrinTERS’ INK and sent for a sample, 
and I would now pay $4 a pound for that ink if I had to. It’s 
the only red ink manufactured in the United States that is of 
the color of fire. We are Jonson’s customers and Jonson's 
friends. I recently told a job printer in Brooklyn about Jonson's 
inks, and stated that the terms were cash, always in advance. 
He said he could well afford to pay cash at the prices I named, 
and afterwards he told me that he was using Jonson’s inks.” 


The particular red spoken of by Mr. Reinnagel is my ‘‘ FrrE Rep,’’ for 
which I charge a dollar a pound, or twenty-five cents for a quarter-pound can. 
For ten dollars I sell ten pounds. My competitors charge from two to five 
dollars a pound for an ink that is far inferior to mine. But, then, a printer 
can get it on credit, and pay for it whenever he likes—perhaps never pay for 
it at all. That makes a difference. To secure my inks, every printer must 
send the cash with the order ; otherwise I hold on to the ink. 


Address, with check, 
PRINTERS INK JONSON, 8 Spruce St., NEW YORK. 
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Best Brown 
They Ever Used 


Gibbs Bros. & Moran, the well-known printers, 
are located at 47 Rose St., New York, and occupy 
large floor space, which is well filled with machinery. 
They print several fine publications, among them 
being the Weekly Rider and Driver, a paper hav- 
ing a great clientage among the wealthy and ultra- 
fashionable set of horsemen. When Mr. Gibbs was 
recently asked what he thought about Jonson’s inks 
he replied: ‘We have had a brown ink from Jon- 
son that is the best we have ever used. It is com- 
pletely satisfactory, and will run for days on a big 
job without washing up! Our pressman was sur- 
prised and talked about it. ‘It runs just like black 
ink,’ he said. Jonson’s five (5) cent black is quite 
as good as black that we were paying fifteen (15) 
cents for. We find it a little inconvenient to al- 
ways send the money with an order, but we shall 
not forget that brown ink. It wasa surprise to us.” 


The 


The brown ink used by Mr. Gibbs is my ‘‘ Permanent Brown.” It is sold 
for a dollar a pound. It is the finest and cleanest working job ink manu- 
factured. When using this ink no printer can notice any difference from a 
black ink were he not to see the color. There is no brown ink made that I 
cannot match for a dollar a pound, or that I will not duplicate and sell in a 
quarter pound can for twenty-five cents. 

The five (5) cent black Mr. Gibbs speaks of above is my regular news 
ink, which I sell in roo Ib. packages for $5.00, or in 500 lb. barrels for $20.00. 
A printer may pay five times as much, but he cannot get a betternewsink. A 
printer may sometimes find it a little inconvenient to pay me the cash with his 
order, but after all the amount of money he saves by so doing amply pays him 
for the inconvenience. 

Send for my price list. Address, 


PRINTERS INK JONSON, 8 Spruce St., NEW YORK. 








PRINTERS’ INK, 


Charles Austin Bates, 


1413, 1414, 1415 Vanderbilt B’ld’g, N. Y. 





Plans, Advice, Writing and Illustrating for Advertisers. 
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To Newspaper Publishers— 

Send me $2, together with copies 
of your per, and a statement of the reasons 
why local and ‘general advertisers should prefer 
your pape rtoany other in your field, and I will 
write f uu aseries of six postal cards, or cir- 

sent to either local or general ad- 

I will also write you a letter of criti- 

suggestion on the make-up of your pa- 

per. . will tell you how to make your paper 

more attractive. There will be no theory about 

. 1 will tell you what the brightest adv a 

in America pave told me. | know from peri- 

ence that sending a series of postal ca > focal 

eames is a profitable undertaking—I have 
one it. 


To Magazine Advertisers— 

Send me $25 in a letter tellin 
what you have been doing in the way of — ~ 
tising, what your difficulties seem to be, and 
what you would like to have your advertising 
accomplish. Send me your old ads and the 

rin matter you are using, and I will write 
you a letter of criticism and advice, for which I 
charge $25. I will also make for you 
uarter-page advertisement, in- 

cluding any illustration that may be necessary, 
and a metal base electrotype of the complete ad. 
If your ad is a half page, you will have to send 
$5 extra. If itis a full page, you will have to 
send me ¢2% extra. If you prefer to have me pre- 
ae, a circular or a ty klet, I will do that 


To metetore— 

In receipt of $20 I wili send you 13 
ads, with onctuanive illustration for each ad 
(stock illustrations, of course). This will be 
enough to give youa fresh ad every week for 3 
months. It will be enough to enable you to form 
an opinion of the bg of my work in your p:r- 
ticular business. If, with | Jour order, you send 
me some of your old ode, nd tell me what you 
have been doing and what. your difficulties have 
been, I will advise you, giving you the benefit of 
what I know about adv erticing, and what I have 
been able to find out from other good business 
men in your line. For such a letier of advice 
my usual charge is $10, so that you will see I § 
am giving you $30 worth of service for $20. 
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THE PRIZE ADVERTISEMENT. 


THIRTEENTH WEEK. 


In the thirteenth week of the com- 
petition for the PrinTers’ INK Vase, 
twenty-three advertisements were re- 
ceived. Of all these the one here re- 
produced is thought to be the best : 
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Why You Should 


Subscribe For 
Printers’ Ink 


a weekly journal for advertisers. 

Printers’ Ink gives you a correct idea 
how to improve advertising methods, 
keeps you in touch with what business 
men do—and, what is more important, 
how they are ‘doing it. 

It advocates the fundamental prin- 
ciples of business life. 


HONESTY, 
PERSEVERANCE, 
METHODS. 


Printers’ Ink teaches to write terse, 
logical—straight from the shoulder— 
English. 

Experienced business men accept it as 
an authority on any subject it handles. 
A study of its 50-60 weekly pages keeps 
you abreast with the growing art of ad- 
vertising. 

It helps on the right road to success— 
helped others—can help you. 

o man knows all—Printers’ Ink 
doesn't—but it is the center of so many 
bright minds who accumulate for you an 
amount of useful suggestions you never 
thought of. 

It would be prudent to subscribe 
NOW at $2 per year for any number of 

ears you choose to prepay, for after 

Jec. 31st, ’95, Five Dollars will be re- 
quired to prepay for one year. Sample 
copy for the asking. Write NOW to 


Geo. P. Rowett & Co., 


Publishers, 
ro Spruce St., New York. 


18. Inthe original it occupied 2 x5 34 
inches. In accordance with the origi- 
nal offer, a coupon entitling the holder 
to a paid-in-advance subscription to 
PRINTERS’ INK from date of presenta- 
tion to Jan. I, Igor, the beginning of 
the twentieth century, has been sent to 
Mr. Zingg, and a second coupon of the 
same class was also sent to the 
advertising manager of the 
Phonograph. 

Mr. Zingg’s advertisement 
will be placed on file and have 
further consideration December 
next, as promised in the terms 
of the competition set forth in 
the 76-page pamphlet prepared 
for the purpose of fully convey- 
ing the particulars and con- 
ditions of the competition for 
the PRINTERS’ INK Vase. The 
pamphlet will be sent to any ad- 
dress on application. Mr. Zingg 
enjoys the distinction of having 
had ads of his selected three 
times as being the best of all 
submitted during the respective 
weeks in which they were sub- 
mitted. No other ad writer en- 
joys this distinction. 

Mr. W. B. Kirkpatrick of the 
Lancaster (Pa.) Examiner office 
writes, under date of October 
14th: ‘‘ When this contest is 
over I would suggest to the gen- 
tleman who makes the award 
each week that an article be pub- 
lished in PRINTERS’ INK telling 
how the best ad is picked from 
so many. It would be of great 
help to every advertiser.’” An- 
swering the above, it may be 
said that the process is very 
simple. Each advertisement as 
it comes in is read by two per- 
sons, each having in mind the 
best advertisement already re- 
ceived for the week. With two 
advertisements before the eye it 
is generally easy to decide that 
one is better than the other. The 
best one is put aside and held 
for comparison with future ones, 
while the rejected one is ex- 
cluded from further considera- 
tion. 
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This advertisement was written by 


Mr 


Chas. J. Zingg, of Farmington, 


Me., and appeared in the PAz/iips 


Pho 


nograph of Phillips, Me., of Oct. 


to say that they have not received 
coupons. A reading of the conditions 
will show that only the writer of the ad, 
and not the newspaper inserting it, isen- 
titled to a subscription coupon, except 
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where a newspaper has inserted an ad 
adjudged to be best for the week, when 
both the newspaper and the ad writer 
are each favored with a five-years’ sub- 
scription coupon. 

Competitors should remember that 
the conditions of the contest call for a 
copy of the advertisement clipped from 
the newspaper in which it has ap- 
peared. Proofs of the advertisement 
before its insertion, or proofs that are 
not clipped from newspapers, are not 
desired, and coupons cannot be sent 
until this condition of the contest is 
fully complied with. 

The twenty-two unsuccessful com- 
petitors passed upon this week each 
received a coupon good for one year’s 
subscription to PRINTERS’ INK, and 
have to be content with this very mod- 
erate compensation for the effort * 
forth. Each one, however, may find 
satisfaction in knowing that, although 
he failed to take first place this week, 
six more opportunities are still open to 
him, if he chooses to repeat his effort. 


—_+or—__—_—_. 

WOMEN AND ADVERTISING. 

‘By Oscar Herzberg. 

Women are the most persistent read- 
ers of advertising. The fact¢hat they 
are more emotional, and consequent- 
ly far more readily influenced than men, 
makes it considerably easier to appeal 
tothem. Theyare, in addition, far less 
skeptical, and the ice once broken the 
advertiser will find warm water and 
smooth sailing underneath. However, 
they are not as persevering as men, 
and their interest in a merchant’s wares 
is likely to flag unless skillfully and 
persistently fanned into activity. 

It is their distaste for continuous 
thought and effort that perhaps makes 
them so great readers of advertising. 
They buy a magazine or newspaper to 
read, and upon opening it discover that 
the advertisements, requiring no great 
concentration of mind, are the easiest to 
peruse. The habit once acquired, the 
appetite increases in proportion to its 
gratification, and the advertisers have 
secured another interested listener to 
their announcements. 

Not only is a woman an interested 
listener, but she is an excellent adver- 
tising medium. Those who have studied 
testimonials know that the majority of 
them come from women, and that the 
strongest and most enthusiastic words 
of commendation occur in the commu- 
nications of the ladies, One finds that 
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they have already recommended the 
remedy to all their acquaintances be- 
fore sending the testimonial to spread 
the news still more. Men are more 
reticent, more conservative in matters 
of this kind. If they find something 
that suits them, they will purchase it 
again and again, but they do not in- 
augurate a campaign of informing every 
one of their friends of the excellence of 
what they have purchased, dwelling on 
every minute point wherein it excels, 
as do the majority of women. A satis- 
fied woman is the best advertisement 
any merchant can secure; she will 
spread the merits of his wares among 
all her friends and relatives, with a 
vigor that her lord and master would 
find sufficient for a dozen enterprises. 

Women may be far more easily se 
cured as customers than men, but they 
are not so easily retained. A slight 
difference in price will cause many a 
woman to transfer her custom to a rival! 
establishment. Their fondness for sho} 
ping also makes them purchase at a 
number of similar stores at all times. 

The innate delicacy and refinement 
of women make it necessary that appeals 
to them should be couched in pleasing 
language. They respond readily to an 
appearance of honesty and sincerity in 
advertisements, but they are apt to re- 
tain a vivid dislike and enmity to th 
merchant who has deceived them, or 
attempted to do so. Men who have 
been hoodwinked usually conceal the 
fact, since it reflects somewhat on their 
intelligence and ability to take care of 
themselves ; but a woman spreads the 
news to the uttermost limits of her ac- 
quaintanceship, and then woe betide 
the tradesman who has ignited the 
magazine of talk ! 

a Se 
WASTEFUL ADVERTISING. 

It has been truly remarked that advertising 
is one of the easiest methods to help a man 
to get rid of his money. This is correct as 
far as it goes. Any service upon which 
money is spent carelessly deserves the same 
criticism. 

Advertisers who take space by the year and 
who do not make the proper use of this 
space are, of course, throwing their money 
away. An instance in point is the case a 
certain jeweler who announced in his loca 
paper that “next week” he would hav 
something special to say in reference to 4 
large line of watches, clocks, jewelry i 
bric-a-brac. Week after week this announce 
ment appeared without change. It is easy 
imagine what the effect of such an advertise- 
ment was upon the public.—/eweler’s Weeh/y 
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ALL advertising mediums test— 
The newspaper will prove the best. 


PRINTERS’ INK. 


A MODERN TYPEWRITING 
SCHOOL, 


UNIQUE METHODS OF BRINGING AND 


KEEPING IT BEFORE THE PUBLIC. 


F, Lusk, who occupies two-thirds of 
the fourth floor of the World Building 
and is negotiating for the lease of the 
remainder, told me, the other day, 
how he has applied advertising to a 
shorthand school : 

‘*In the first place,” said he, ‘I 
look upon my vocation as a practical 
business. Shorthand writers and type- 
writers are educated for a practical 
purpose—the direct and immediate 
earning of a livelihood. Business 
colleges turn out hundreds of theo- 
retical business men that never come 
to anything. I will not let a pupil 
leave my institution who cannot make 
a living. This is what I advertise to 
do and I shall spend at least half of 
my income this year in advertising it.” 

‘* How do you use printers’ ink ?’’ 

‘* My idea briefly summed up is to be 
simply original. There are a thousand 
variations of every theme, and each 
one of my ads contains one of these 
variations on stenography. 

‘“*A man can’t advertise, to use a 
vulgar expression, on a capital of pure 
wind, any more than P. T. Barnum 
built up his fortune out of his liberal 
advertising alone. He had to givea 
good show. 

“‘Y have been in this business 
eighteen years. I understand every 
detail. I know exactly what the young 
man or young woman needs who is 
seeking, or can be attracted to seek, 
an education in stenography, and I 
take up one point of the subject after 
another in my ads and talk about it. 
I have done a cash business this year 
of $30,000 and I have employed no 
‘ther direct means of attracting pupils 
but advertising. I am, to begin with, 
a successful expert stenographer my- 
self and when I sit down to write my 
ids I permeate them with a sense of 
my own — in the stenographic 
world, am successful and | want 
everybody to feel it. 

ADVERTISING BY COMPARISONS, 

‘‘T had a specimen of a business 
letter in the World, a few weeks ago, 
that came to me from a prominent 
business house. ‘I here were 165 strokes 
of shorthand in the letter. I repro- 
duced it in 41 strokes to show the 
greater speed under my system, 
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USING THE HELP COLUMNS. 

**One of my ideas was the use of 
the Help Wanted column of the New 
York dailies, asking for stenographers 
to do copying. (I receive a good deal 
of commercial work). In this way I 
secured, and keep constantly at work, 
a large advanced class whom I am 
educating in proficiency. As the school 
is run on entirely different ideas from 
the old method of day and evening 
sessions, a Saturday holiday, etc., so I 
have departed entirely from stereo- 
typed ways of advertising. 

ANOTHER GOOD IDEA. 

‘* Another feature of my ad-work is 
the publication of copies of letters from 
well-known business firms asking for 
help. That always makes the best 
kind of an ad. 

INTERESTING INTERVIEWS AS ADS. 

‘*T have used reading matter largely 
and in a familiar style, calculated to 
interest the public. I have tried to 
make the dry bones of stenography 
live in interviews with myself pub- 
lished in the daily newspapers. 

‘*Some of these subjects were: Why 
so many Stenographers Fail; Why 
there are So Few Experts in the Mar- 
ket ; The Large Amount of Earnings 
of Experts. In the last named I gave 
statistics of various big cases—The 
Lexow investigation, for instance, in 
which $17,400 was paid for shorthand 
reporting. Other subjects were: The 
Advice of a Shorthand Expert on How 
To Begin ; Incompetent Teachers and 
their Methods ; To Office Stenograph- 
ers, Various Vocations for Young Men; 
Various Vocations for Young Women; 
What Makes a Good Shorthand Writer; 
The Humors of Stenography; etc., 
etc. These have been printed in the 
World, Recorder, Sun, Advertiser, Maii 
and Express, the Morning Journal, the 
Brooklyn Zag and Standard-Union, 
besides the Newark dailies. 

NO STANDING ADS. 

‘I do not use standing ads. I do 
not run any announcements more than 
once or twice and no standing cards. 
My ads are all prepared to embody a 
direct idea, and I make no standing 
contracts whatever. I always use enough 
space to attract attention. My usual 
ad, in most of my regular mediums, is 
a double column display space of about 
four inches, with a cut showing the 
interior of some department of the 
school, a line or two of large type to 
explain the ad at sight, and a plain 
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talk in reading t illustrating some 
idea in oan tas of I now use an 
average of 3,000 lines weekly in the 
New York and suburban dailies with- 
in a radius of twenty miles, and I be- 
lieve it is the most expensive advertis- 
ing ever done by any special school in 
this country. 
OTHER METHODS. 

‘*As to other methods, I have the 
names of every shorthand writer in this 
immense district, the most closely pop- 
ulated in the United States; of the 
graduates of all shorthand schools, col- 
legiate and grammar schools and private 
schools. These lists I grade by care- 
ful selection and send out regularly a 
variety of advertising matter. To the 
most promising, I send a personal letter. 
I have lately gotten up a large booklet, 
12x7% inches; there are 24 pages and 
a heavy cover lithographed in seven 
colors. The edition is 30,000 copies. 
My whole general aim is to practically 
educate the younger public in the ad- 
vantages of shorthand as a profession. 
I have appealed to only a limited dis- 
trict with great success. I soon expect 
to begin using the magazines to get a 
wider audience. 

USING SHORTHAND IN THE*ADS, 

** An idea that has brought me in re- 
turns is the single line in shorthand, 
which has been noticed a good deal. 
This is always sure to attract curious 
attention in the mass of plain reading 
matter. It’s a very practical short- 
hand ad. I am spending fifty per cent 
of my income in advertising, and shall 
continue along these lines till I have 
leased this entire floor and can accom- 
modate no more pupils. I have no 
more doubt about returns than I have 
about the coming of daylight. So suc- 
cessful has my advertising been that 
several presidents of business colleges 
have called upon me and asked me of 
my methods—begged for an exchange 
of ideas. The president of the East- 
man College, of Poughkeepsie, an in- 
stitution that has advertised for thirty 
years, called on me the other day. 

Minor schools have copied my ads 
liberally and literally, and I am glad 
of this opportunity to call attention to 
myself as an original advertiser.”’ 
J. L. FRENCH. 
eae eee | See 
““Woutp I might dwell in some sequestered 


spot 
The world for etting, by the world forgot.’ 
“ No need of that,’’ the fogy’s friend replies; 
“ Stay where you are and do not advertise.’ 





THE MOST POPULAR PERIODICALS. 

As a means of discovering which publica- 
tions were most read and referred to by the 
- Librarian Hild, of the Chicago Public 

ibrary, made an analysis of the calls for 
—— covering the eleven days between 

september 7 to 12 inclusive and September 
25 to 29 inclusive of last year. The analysis 
thus made presents an interesting study 
The circulation or subscription list of papers 
or periodicals does not always give a true 
idea of their relative standing with the read 
ing public. The following shows the number 
of times each of the publications mentioned 
was called for: 


Name of No. of 
Periodical. calls 
Blarper’s Weekly. occce cccccccccesccses 55 
Harper’s Magazine.........+++ seeseees 49¢ 
Century Mag DD Seniesa dp gendeben 35¢ 
AP A OO re 32 
ees wccnsssenctbes 263 
DOS CeO oo ccees cocveceses 228 


Scientific American. 
Munsey’s Magazine.. , 
Scientific American (Supplement)...... I 
CORIO PSIIR Soe cccccsevcssccccvcedees 
I, PR nn cc epadapses een 114 
McClure’s Magazine 
North American Review............... 1 
POURS ccc ccccccer sectenes cvvcctbevtoe 
Army and Navy Journal..............-. 
Ladies’ Home Journal......... ....+++- 54 
En ineering lershestepoes sored yas 4 
CIO We scdocscescccbeccedcccconssveces 44 
Electrical World ost 
Railway Review 
American Machinist......... ....+.++ 
PR PDA Ghscicee chcesekssctisecd 
I EE ards in ielncedebide vee 
Engineering [I ondon} 
Casser’s Magazine. 
Electrical Engineer....... 
Scientific American (Architect and 
Builders’ Edition)...........+ sess 
American Agriculturist................ 
Ammarican Architect... .ccccoe secccses 
Electrical Review........00 ccccccsseees 
RS Cand ch cccgeeccbocences’ 
Architecture and Building............. 
Engineering Record.................+: 
Engineering and Mining Journal....... 
Engineering Magazine...... ..........- 
Real Estate and Building Journal...... 
RENO DEIR s Se ccccesece nccececeseces 
Independent Dus dhe ben onsesep etesacésee 
English Mechanic. 
Industrial World 
Street Railway Gazette................ 
Painting and Dececdting weccsesdve seece 
Street Railway Review..............++ 
American Artisan. .......0ssseseeeeeees 
Manufacturer and Builder.. 
Builder and Woodworker TTTTSTTTT Tite 
























GIVE REASONS, 

Make your advertising give a reason if y 
have one. It seems to us a large waste 
money to advertise a preparation of any ki 
in the face of already established ones of sir 
ilar character if no argument is given w! 
one should discard an old and fully tr 
preparation for a new and untried one, G 
some reason for the existence of your prepar 
tion other than the desire to do busine 
which we all know must be the main obje 
of all enterprises.—Budl/etin of the Americ 
Meuical Pub.isher'’s Association, 

+o 

Rates for cuts in advertising are by 

means “cut ”’ rates, 
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A NOVEL SUGGESTION, 
Editor of Printers’ Ink: 

The number of advertisers who have util- 
zed the time-honored nursery rhymes as a 

hicle for their trade announcements is 
ractically beyond the grasp of arithmetic. 
t would be interesting to know who was the 
rst advertiser to see their peculiar fitness to 
atch the eye and ear of the public, who was 
ie first, in this country or Europe, to 
ad: apt’ ’ the familiar jingles of childhood to 
he exigencies of the (then) pre sent times, 
id make Mother Hubbard and Little Jack 
iorner, with Jack and Jill, Little Bopeep, 
Miss Muffet and the rest of the mythical 
agnets stand sponsors for the reliability 
nd excellence of a marketable commodity 
The first series of such ads, that the writer 

an remember, dates back over a quarter ofa 
entury, and were about Judson’s Dyes—an 
English article of European, if not American, 
fame; but I feel certain that the practice of 
sing the nursery rhymes as ads was even 
then pretty old. 

Unless some decidedly new and sur- 
risingly apt turn is given to the verses their 
ise is now a very chestnutty and moth- 
iten practice, but the thought has often oc- 

irred to me—supposing some shrewd and 
ar-seeing advertiser, who wished his goods 
be advertised for the sake of his posterity 

is well as himself, had originated, fifty years 
r more ago, those exquisitely simple jingles 
vhich every child knows almost from the 
radle, and supposing the point of each had 

-en directed, mot to the explanation of how 
1e cow jumped over the moon, or the sad 

fate of Jill and her playmate, but to the 

-culiar attributes of some soap, infants’ food, 
r particular brand of oatmeal, what a gigantic 

1 the advertiser would have made for after 
ars! 

And—present day advertisers—here is a 
flea in your ear.” If you are looking for a 
eat future for your business—one that you 
an leave to your sons and grandsons— 

uldn’t it vel be a good idea—a profit- 
le one—to procure from some one of the 

i ighty host of ad-poets, an entirely new and 

ginal set of nursery jingles, embodying 

qualities of your goods, and, presuppos- 

that you have the capital, print these 
th colored illustrations, in the orthodox 
ildren’s book style, and distribute millions 
f them free throughout America? 

Cost? Yes it would be enormous, but re- 
lts—they would be even more ! Just 
i1agine the mighty influence those nursery 
ymes I am speaking of had on you and me! 

We remember them—even better than our 

prayers! Even now, as grown, staid, busi- 
ess men, we can repeat them—see what a 
werful hold they had on us! 

And—from a literary standpoint—what are 
vey? The veriest trash—the acme of dog- 
rel—the quintessence of simple silliness! I 
1, | frankly admit, not much of a believer 
the average ad-smith, but I sincerely think 

that the worst of them can turn out better 
work to-day than the senseless stanzas that 
ed to delight our infant ears. 

Of course such a style of advertising i is not 
en possible with merchants in many lines 
business, but there are others—there are 
sinesses, intended to be bigger in the 

ure, which certainly would be profited by 

adoption of such a scheme. 
Joun C. 
—_—_——_— oor 

Ir wisdom’s words you care to drink, 

A fount you'll find in Printers’ Inx! 


so 


GRAHAM, 
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ADVERTISING A LECTURE, 
Editor of Printers’ Ink: 

Those readers of Printers’ Ink who serve 
on committees to arrange for lectures and en- 
tertainments may get some suggestions from 
the following : 

Several years ago a friend of mine was ap- 
pointed on such a committee, and immediately 
he began to devise a method of calling atten- 
tion to the lecture. 

With this object in view, a circular was 
gotten up, printed on manila wrapping paper 
about six inches square. This will give an 
idea of the announcement: 


A 





An Intellectual Feast. 


Flood, 


Come and see Scotland (Auld Scotia), 
Ruins 


all magnificently illustrated 


her Mountains, Lakes, Castles, 
and Cities, 
views, and 


of New 


superb stereopticon 
hear R. S. McArthur, D. D., 
York tell all about them. 


with 


Mountain and the 


Printed here was the time and place. 


Land of the 


be forgot! ? 


Sheuld auld sequalntance 


The corner “A” was folded to“ B”’ ond 
fastened down with a large red legal seal, 
making the circular peculiar in shape, and 
showing only the words outside of the dotted 
lines. On the flap over the seal was printed 
in red: ** Please do not break the seal, at least 
until you get home.” 

Permission was secured from the street car 
company to distribute these circulars in all 
the cars leaving the ferry during the “rush 
hours” on a certain evening. 

It is hardly necessary to say that there 
were many comments on the circular. Very 
few were thrown away, and the lecture was 
largely attended and proved a great success. 

J. Frep Wricurt. 
+ 
OMAHA MATTERS 
Omana, Oct, 15, 1895. 
Editor of Printers’ Ink: 

Here is an ad from the Forest Grov. 

Oregon : 


I CAN READ AND WRITE, 


Saw wood, set type, or do anything that ever was 
done in a printing office in the highest style of 
the printer's art; dig anything from potatoes to 
an artesian well ; solve any mathematical prob- 
lem with numbers varying from 0.00,000,000,000, 
000,000,001 to 99,799,799,799,799, oo 799,799.1; pick 
prunes; keep books (an’e xpert sountant ; run 
anything from a windmill ( (oy blowing) to a gen- 
eral merc store—and be able to get up 
the next morning. WORK WANTED at reason- 
able wages. ROSS H. PRATT, 
Times Office, Forest Grove. 


* SOME 


Times, 








Several candidates for election are using 
the street cars as a means of publicity. The 
cards are the same size as those of the other 
advertisers. They do not claim special ad- 
vantages for the candidate mentioned. One 
of them, however, exhorts beholders to 
“ Make it Unanimous.” 

J. T. Houston, Jr, 
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LIVE ADVERTISING. 
Editor of Printers’ Ink: 

No amount of fancy dressing or artistic 
displaying of goods can equal in attractive- 
ness a real live object in a window. A me- 
chanic at work, who would hardly receive 
more than a passing notice anywhere else, 
draws a crowd while plying his vocation in a 
store window. 

One of the most novel workers in a window 
is employed by a tobacco firm in fashioning 
pipes from the crude meerschaum. 

Another concern has a hatter who makes a 
hat entire, beginning with a piece of felt cloth, 
all in full view of the passers in the street. 

A laundry has a collar and cuff mangle in 
a window where a tidy girl sits and manip- 
ulates the machine. 

A small rotary printing press, run by 
electricity, with a boy feeding it, is another 
sight seen in a show window. 

robably the most catchy of all the dis- 
lays is one in a clothier’s window consist- 
ing of two Shetland ponies, to be given away 
on Thanksgiving day to the lucky guesser of 
the time they will make in a mile race. 

A dry goods house has a lightnirg sketcher 
in a window making oil paintings, as quick 
as you can wink, and it’s hard to tell which 
amuses the most the high art of the pictures 
or the antics of the artist. 

Several shoe stores have a cobbler in the 
window who has discarded the traditional 
bench and is putting the pegs in with an up- 
right machine. 

rug store windows are much used now- 
adays to advertise hair restorers and sham- 
pore and the boy who sits all day in a window 
aving sea foam rubbed over his head must 
be like unto Job to hold his job. 

The nearest to a freak is in a complexion 
specialist's window with one side of her face 
beautifully bleached and the otlf@r side all 
tanned, freckles and pimples. 

One large confectioner makes candy in his 
show alee and everything about the pro- 
cess is clean and inviting. 

The queerest of all the sights is that of a 

retty damsel who sits in a shop window and 

res a toy pistol at a target; she hits the 
bull’s-eye with a Buffalo Bill precision. 
MarcGig Bowman. 





OO 
NAMES FOR ADVERTISED PRODUCTS. 


Editor of Prixters’ Ink: 
An illustration of the practical common 
sense genius of the American people is ex- 
hibited in the nomenclature of the many new 
articles of food and drink now on the market. 
It is really remarkable the plainness and 
catchy <adity of many of these self-explana- 
tory names. For instance, what is better than 
Bovox, for a beef essence, Amolin, an emol- 
lient powder, Clearene, a cleansing com- 
pound, Cottolene, literally cotton-oil-ene, the 
well-known shortening, Chew-Choo, for a 
chewing candy, etc. A. G. P. 
——__+oo—___—__ 
A QUESTION 
New York, Oct. 16, 1895. 
Editor of Printers’ Ink : 

Isn’t a different head-line to each ad better 
than a standing head? I never read an ad- 
vertisement of Paine’s Celery Compound be- 
cause the heading of the Celery Compound 
always shows in advance what the advertise- 
ment is about. Scott’s Emulsion advertise- 
ments have different headings in every case. 
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IN HOUGHTON, MICH. 
HouGutTon, Mich., Oct. 16, 1895. 
Editor of Prixters’ Ink : 

I. J. Frank, agent for the “‘ White ”’ sewing 
machine at Lake Linden, has a unique adver 
tisement in his window. Several weeks ag: 
he caught a common red squirrel; this he has 
tamed, and keeps in a cage with the common 
circular drum in connection, inside which the 
squirrel runs. This drum he has connecte: 
by wires with the sewing machine’s uppe: 
works, and the squirrel inn s the ee 
running most of the time oa se. the day 
People stop to watch the squirrel, and the 
end by noting that the squirrel runs the sew 
ing machine, and that a sewing machine that 
a squirrel can run must be easy for a woman 

Horace J. STEVENS. 





a_i 
MAILING BOOKLE1S. 
Boston, Mass., Oct. ro, 1895. 
Editor of Printers’ Ink: 

A neat and convenient way to mail sma 
booklets is to have them made up about t! 
size of an ordinary envelope, with smoot 
paper for the cover. Have one side printe 
with rules, for the lines of the address, and 
“return card”’ in the corner. Direct as i 
the case of an ordinary envelope. This sav: 
all expense of envelopes. To Sow the book 
in shape, while going through the mai 
= a hole in the margin, through the whol: 

ook, and put in a brass paper-fastener. This 
makes the book as compact as if it were in a 
wrapper, and excites curiosity. Noone w 
ever throw one away unopened. 

E. L. Situ 





—_+or 
NEVER! 
New York, Oct. 18, 1895 
Fditor of Printers’ Ink: 

In your issue of October 16 occurs the f 
lowing paragraph: “‘How about the Dr) 
Goods Econom: t? ‘There is the case of 
leading trade paper which it is currently + 
ported agrees to take hold of a certain 
ticle (for a fixed sum per annum) and boon 
industriously and exclude al/ competing ad 
vertisements from its columns.”” Theitalics 
are my own. We are continually refus 
advertising for various reasons which see 
to us good and sufficient, but never because 
we have been paid by a competitor to do s 

Cuar.es T. Root, 
Publisher Dry Goods / conomis 





—— ae 
A SUGGESTION, 


Editor of Printers’ Ink: 

It is the fashion to say, nowadays: “ Cata 
logue or price list for the asking.’’ Is not 
the plain * Ask for free catalogue’’ better? 
There is a smacking of conservatism at 
“for the asking ”’ which implies that it is 
material to the dealer whether you ask 
not. It has not the force or directness 
“ Ask for free catalogue,’’ although it means 
as much. C. E. Sever 


—— + —<> + —— - 
HE DIDN'T GET THE AD. 
Editor of Prixters’ Inx: 

1 was present this week when a canva 
for a well-known trade journal which 
culates among merchant tailors absolut 
insisted that the person whose advertisen 


he was soliciting would not quote prices 
his announcements. He didn’t get the 
Can any publisher consistently make + 
stipulations ? 


ANNESB) 
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NOTES. 

Harry Harman of Chicago publishes the 
nly journal in the world devoted to window 
iressing. 

Frank M. SpraGcue has been made man- 

ger of the advertising department of the 
( “leveland Press. 

Tue German edition of the 
has been consolidated with 

edition of the Staats-Zeitung. 

Journatism has become a university sub- 
ject in Germany. Professor Koch gave a 

yurse of lectures at Heidelberg on German 
yuurnalism last winter, and will repeat the 
purse in the next semester.— 7he Argonaut. 

A San Francisco clothing firm prints a 
picture of Sveng: ali and Trilby with the 
egend beneath: ‘“‘We don't want to put 

yu into a trance—we are content to give 
you a fit.” It proceeds further to argue that 
there is such a thing as hypnotizing in busi- 

ess, ‘else why do so many sensible people 
wear such clothes !”’ 


ai y News 
the evening 


——— 
TIN PLATE MARRIAGE 


The following is an advertisement which 
has lately been appearing in an English daily 
newspaper in the interests of a furniture 
supply company: “‘In consequence of the 
great depression in the tin ate industry, 
there is a glut in the market b marriageable 
young ladies. This statement may seem in- 
pe but it is nevertheless true. Work 
has been slack, and sensible young work- 
ven have in consequence refrained from 
marrying, but things are looking up. Trade 


s undoubtedly reviving, and young ladies 


can now, with some degree of confidence, ex- 
pect their young men to muster up courage 
to ‘pop the question’ they have been so 
anxiously waiting for. Should this meet the 
eye of any respectable young couple who 
want to marry and who have not the ready 
cash to furnish, but who are in a position to 
pay for furniture by easy instalments, don’t 
put off the happy day and the joys of wed- 
ded life, but give us a call, select whatever 
furniture you may require to furnish one or 
more rooms, or a cottage or a villa, and we 
will supply you on better terms than any 
firm in the town, taking quality and price 
into consideration. Most of our furniture is 
home-made, and we guarantee to give satis- 
faction.” —Canadian Hardware. 
os 


ARTIFICIAL MEATS FOR DISPLAY PUR 
POSES. 


Window dressing is making such rapid 
peers in all lines that more attention is 
cing given to devices for use in show win- 
dows. One of the very latest is the manu- 
facture of artificial meats made of papier 
mache representing hams, bacon, hogs, hind 
quarters, etc., and the i imitation is so perfect 
in size, color and appearance that it is impos- 
sible to tell the artificial from the genuine. 
The artificial belly bacon weighing one pound 
each is a correct duplicate of a piece of bacon 

ghing from seven to ten pounds. The 
arciiclal heen showing the face and back is 
the same size, showing a ham weighing from 
twelve to fourteen pounds, the fat, lean, 
bones, and rind are exact duplicates. Grocers 
will find the ham and bacon an article that 
may be used for display in their show win- 
lows, and by the use of the artificial it will 

be necessary to take from stock.—Schoo/ 


n 
of Window Dressing. 


INK. 25 
THE MIDDLE CLASSES ARE THE BUYERS. 


Advertisers sometimes have their eyes 
opened through unlooked-for sources. A 
gentleman whose attractive advertisements 
have appeared in the ee for many 

ears had refrained from usin jthing but 
high- priced publications, on the ¢ theory that 
the article he manufactured was too high in 

rice to be purchased by any but the wealthy. 
Movies noticed that all of a sudden his ad 
appeared in certain well-known household 
publications of low subscription price, I 
called upon him and asked how it was that 
he had so suddenly changed his ideas. Dur 
ing our conversation he mentioned the fact 
that one of the largest retail dealers handling 
his goods had called upon him, and in the 
conversation that followed the manufacturer 
asked the dealer how it was that his com- 
munity had such a vast number of wealthy 
people. The merchant’s reply was that 
there were but few very wealthy people in 
his community. The manufacturer could 
not understand this, as he knew none but 
wealthy people could afford his goods. The 
dealer, however, informed him that the bulk 
of these goods were sold to factory girls in 
his vicinity. Having found that he was 
shooting over the heads of the class of people 
who were buying large quantities of his 
goods, the manufacturer decided to cultivate 
the middle classes more thoroughly, and not 
to use all his ammunition gunning for mill- 
ionaires.—Horace Dumars, in Newspaper- 
dom. 

- 
THF CASH CUSTOMER. 

* Do the retailers treat the cash customers 
right?’’ Brother merchants, who do both a 
cash and credit business, have you ever 
thought that in your manner of doing busi- 
ness you favored the credit customers more 
than the cash? In the beginning, how about 
prices? Do you not sell A as much sugar or 
as many yards of muslin for a dollar as you 
do B? Yet A has it charged on the books 
for six months, or it may be a year, while B 
pays spot cash. Is that fairto B? Ought 
there not to be a difference between time and 
cash trade? There's another phase which 
we country storekeepers practice uncon- 
sciougly that is very unjust to the fellow 
who Says cash. When our credit customer 
comes in and pays $20, $40, $60 on his ac- 
count, who is it that smiles all over him, 
rushes out the choicest brand of cigars for a 
smoke, orders a box of candies for the chil- 
dren at home, or it may be a present of a 
dress for the good wife with “‘ our compli- 
ments?”’ Hands up! all who are guilty 

There’s B, the cash fellow. How many 
smiles, cigars, boxes of candy or presents for 
his family has he received? Ever keep 
track of the amount of his purchases? Sur- 
prise you when you learn that the amount 
of cash left in your drawer exceeded that of 
A’s whole account for the year, and B caused 
no bookkeeping, no worrying and no trouble. 
Sometimes we wonder why B goes off and 
trades at other stores. Have not we always 
treated him right? we ask ourselves.—Com- 
mercial Exhibit. 

———s: 
A GLARING EXCEPTION, 

“There’s something odd about the first 
number of the New Magazine." 

** What ?” 

‘No mention is made of advancing the ad- 
vertising rates with the next number.’ 

ae 


THEATRICAL ads are usually showy ones. 
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PRINTERS’ INK 
Ve sae as editor or manager, or 
Advertising by means of pictures is having anttn lie SO ark? ¢ man, Gilt 
There is no manner in which an edged references. Address “J.,” Printers’ Ink. 
advertiser can appeal to the public so effect- ITUATION autlalUelas cit se 
ively as by pictures, provided they are good Ss wants permanent position ¢ - foreman coun 
ones, and he can be equally as certain of try newspaper office or Tr ation good al) 
making himself obnoxious if they are bad round man can fill. “G. PRI TER, ’ Newark, N.J 
ones. All the large advertisers, particularly —+or 
newspapers and magazines, are getting in NEWSPAPER INSURANCE. 
line with the poster craze, which is a az NHE YANK, Boston, Mass.. wards off busines: 
sane kind of craze, taken all in all, althoug death. 100,000 monthly. 
some of the specimens are calculated to drive ime teed 
sober men to drink and mm | men — PREMIUMS. 


taking the pledge. The most o mee 
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PICTORIAL ADS. 


a boom. 








the up- 

UR low-priced sewing mach’s make splendi 

ne Sarees, Reweret, are highly artistic mee O premiums, ECONOMY, 1b Lake 8t., Chicago 
ore merchants are using pictures in their or aR td 
circulars and newspaper a pe A and good cuts PRESS ( LIPPINGS. 

cost so little nowadays there is no reason QOUTHERN CLIPPING BUREAU, Atlanta, Ga 

why the practice should not spread as it de- ‘ Press clippings for trade journals and adv’rs 
e- 














serves to. 
A good cut in a newspaper ad will draw at- ELECTROTYPES. 
tention to an ad as soon as the paper is E LECTROTYPES and stereotypes, with adjust 
upened, and if it is striking, exceptionally . able base. Also metal and wood backed cut 
pretty or unique, it will be remembered with for newspaper advertising. E. B. SHELDON C\ 
longer than almost anything New Haven Conn. 














pleasure muc 
you could say in the same space.—Brains. +r 
a O- PAPER. 
OLD TIMES AND NEW. M. PLUMMER & CO. furnish the paper fo 
1¥i. this magazine. We invite correspon 


A man’s business amounts to but little here a : - 
stingly aft . ence with reliable houses regar¢ ing paper of a 
unless he keeps everlastingly after new cus [i t. ah boakenand. Sow Coats 








tom. The fortunes of American people 
change hand so rapidly that should a man z So ee 
with a well-established business quit seeking PRESSWORK. 


new trade for awhile he would be left en- F you have a Jong run of presswork it w 
tirely without business, with the exception of oP Med Oy coments 's us. A ext Feary ro: 
a small amount of transient custom. Real ' ‘he © wes: Ost reasonable 
estate transfers, changes of agents of prop- prices, FERRIS BROS., 3%-390 Pearl St., N. ¥ 
erty and the general disposition of American hammer = = 
people to roam about = responsible for this SPEC TAL WRITING. 
adverse condition with which business men ¢¢ JT) D. COPY” makes money. It pleases rea 
of the United States have to contend to a 4. ers that have ideas. {It helps circ’n a 
greater degree, perhaps, than those of ro psa mage og -_. name ay oe Bag 1 
age Sayre on the globe. In England and is Sette —, 
on the continent an estate remains in one “ ” 
family from’ generation to generation, and a MISCELLA NEOUS. 
tradesman’s business succeeds, asarule,from ¢¢ }Nher Post INTELLIGENCER Seattle has « 
father to son. In this way, if a man is born of the four great papers of the Pacitic 
in the plumbing business he is likely to die in Coast.”~Harper’s Weekly. _ 
it, pad he becomes a journeyman in the \ TISCONSIN AGRICULTURIST, Racine, Wis 
beginning the chances are that he will never Only English icultural paper print: 
me a master.— Zari,” in Sanitary ‘ Wisconsin, blished 1877. 


beco 
Plumber. 
——_+o> —_—_ MERCANTILE LAW. 
Classified Advertisements. = (vavanaGH & THOMAS, Omaha, Nebra:ks, 
lawyers and adjusters. Collections of j.! 
vertisementsunder this he head, twolinesormore bers handled anywhere in lowa or Nebraska 
withvut display, 25 centsa line Must be with success; 2,000 of the leading Fastern 
handed in one week in advance bers examine our reports every week. Are r 
WA NTS ommended by all credit men as the beet systcr 
: pated of watching their trade. Write us. Refere 


fhe YANK, Boston, Mass., 100,000 monthly, W-.& J. Sloane, New York City, 
BILLPOSTING AND DISTRIBUTING 




















I Mis 00 32 wants " tion, daily or weekly. Al 
references. care F rinters’ Ink. PRINTZ, distributor of Gtvertising matter 
A 1% 5 ay printer, desires steady situa * 730 9th St., N. E., Washington, D.C 
arene” 5 ,” care Printers’ Ink. \HARLES W. STUTESMAN, city and county 





Aver man, 6 years’ ¢ experiance, desires C bi'lposter and distributor. Send for « 
= make ac’ P.,” Print- lar. Peru, Miami County, Indiana 
‘IRCU LARS, meee and all kinds of adve 
w TSCONSIN, AGRICULTURIST, Racine, Wis. 4 ne mee ter distributed at reasonable pri c+ 
rtisements at 20 cents a line for 25,000 O.G. IRNER, 8 Marion St., Cleveland, O. 
PLE guaranteed. Re -letepeye shapes 
Ueawake, desing experienced, original and wide- ADVERTISING AGENCIES. 
rs pmey J ate nt oaftion. Address 
care ters’ Ink. TAL EY DAY, New Market. N. J. ADVE 
‘s GUIDE, Be. a year. Sample mailed 





eal col. halftone, Line portraits, bn? st BL 

$ Work first class. nd for eo A®™® responsible advertising agency will «14 

to BUCHER ENGKAVING ©O., Columbus, 0. antee tee the circulation of the Wisco.si’ 
nn AGRICULTURIST, Racine Wis., to be 25,000. 


bg Position as managing editor or 
—_ of blican or Independent | F you wie to advertise an rete anywhere 
a Address J. R. ime, write to the * ROWELL 


onsen _ Bartinow eT TSt 
CE, ADVERTISING CO., 10 Spruce 8t., New Yor 


PRINTERS’ INK. 


MAILING MACHINES. 


$1. 00 (stamps or m, 0.) Pelbam Mailing Sys- 
tem and Mailer, Postp ’d. Prac’l; 1,000 
hour; saves 2-3 time writing; no type lists ; unique 
address label. C. P. ADAMS & BRO. Topeka, Kan. 
—————-_ «o> —__—_—_— 
TO LET, 


R EVIEW, Mt. Pleasant, Iowa. 


W E have for rent, at 10 Spruce St., two con- 
necting offices, one large and one small. 
They are up only one flight of stairs and are well- 
lighted and the pleasantest offices in the build- 
ing. Size of large room about 20x%; smaller, 
10x15, If wanting such offices, ase call and 
talk about price, ete. Will be fitted up to suit. 
Address GEO. P. ROWELL & CO. 
— ae 
PRIN TER RS, 


’ AN BIBBER'S 
Printers’ Rollers, 


‘HE LOTUS PRESS, 140 W. 23d St. 
under Advertisement Constructors). 


gS? *) BUYS 100, 000 white 6x9 cire lore. 
«=m ELECTRIC PRESS, Madison, Wis. 


por one check book, 1,000 checks, 3 deep, well 

bound, »erforated and numbered, my price 

is $6.00. we. comnere )N, Manager Printers’ Ink 
Press, io spruce Bt. N. 

anal 

ADDRESSES AND ADDRESSING. 


ETTERS for sale or rent. . ‘ash paid for all 
4 lines of —_ letters. Write for lists and 
prices. H.C. RUPE, South oa, Ind. 


( anne, — pers and envelopes addressed to 
eadin, vertisers, $3 per 1,000. Will X for 
out “TO SEND, 408 E. 22d, Minneapolis, Minn. 


’ AMES for sale. We have names of 30,000 of 
iN the best English-reading, land-owning farm- 
ers in Iowa. Never been copied, and been used 
by but one publication. Six dollars per thousand 

cash with order. The first order gets them. 
WALLACE’S FARMER, Ames, Iowa, 
- o_o — 


ILLUSTRATORS AND ILLUSTRATIONS, 


| 1. SENIOR & CO., Wood Engravers, 10Spruce 
St.,New York. Service good and prompt. 


I ANDSOME illustrations and initials for mag 

Re ey weeklies and general Cary de 
per inch. Sample © pages 8 for 2c. stam AMERI- 
( iN ILLU STRATING co., 


] USINESS will pick up if you push it along. 
Put more life in your ads. A little sketch 
will Ange 580 cents fora good one. Write abows 
it. R. L. WILLIAMS, 83 L. & T. Bldg., Wash., D.C 
axe your own cuts. We have a process on 
hich you can make your own cuts in a few 
minutes time at less than Se. per cut. You can 
make ony kind of a zinc cut, whether an artist or 
not of publishers, printers and ad- 
vertians now using it with pat success. We 
have Teg > ion to Lang AY the editor of Priv. 
ERS’ Send stamp for samples and particu- 
lars. MING PROCESS Cv., Goshen, Ind. 


(See ads 


Write 


Newark, 


- 
A AD VERTISING IDFAS. 


MADE A BOOK. 
It was not a novel and yetit is a novel book. 


made it for busy men who advertise. It is like 
1 ready-made clothing store where the long man, 
the fat man, the short man and the lean man get 
fitted to their taste while they wait. What the 
store does for the busy man | have tried to do for 
the busy advertiser. 1 have almost 100 ready- 
made advertisements, so constructed that you 
an fit them to your goods, your store, your 
town, your trade. ese are in my book. Per- 
baps you like cutline cuts, comic pictures, 
a designs! I have anticipated your de- 
There are several dozen of such cuts in my 
boolk. More than twenty styles and sizes of sod by 
sre reproduced in fac-simile, each designated 
ils technical name and es. ~ zr rourites- 
ments have been good my book might make them 
still better. ce te $i, but She few that I 
ave left I will mail for % 2-cent stamps. Size of 
book 6x9 inches, 100 paces, pape paper cover. Address 
b. T. MALLETT, 271 Broadway, New York. 
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FOR SALE, 


& -LINE advertisement, #1 v. 
® CULTURIST, Racine, 


" . BUYS 1 INCH. 3 0,000 copies Proven, 
$3.50 WOMAN'S WORK, Athens, Ga. 
ee | fo 


her Post-INTELLIGENCER Seattle +~ one 
of the four great \ meee of the Pacific 

Coast.” 

G% )D opportunity- 


Harper’s We eekly 
Wee kl; new per for sale 
in town of 7,000 inhabitants, ‘Central New 
York. Cylinder and four jobbers, paper cutter 
and large quantity of body and job type. — 
lished twenty years, Advuress, by letter only, I 
E. BIRDSEYE, 442 Lexington Avenue, New Y ork. 


WISCONSIN AGRI- 


aad 
AD VERTISING NO VELTIES. 


)USH Tom Reed! Enamel Lapel Buttons of 

the coming President. Write for prices. 

ecial designs made up. E. L. SMITH, Codman 
Building, Boston, Mass 


pans Pencil pads for ppemceen tame. 

size to order—7c. Ib. Embossed ca 
aspecialty Send for one. GRIFFITH, ANT L +7 
& CADY OO., Holyoke, M 


A DVERTISING blotters, printed, $2.50 per 1,000 ; 
size 4x94; good st ick ; 5.000 for iO, ¢ caal 
with order. V. I. AARON & CO., Printers and 

Stationers, 358 Dearborn St., € thicago, il. 


We the purpose “of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once ce for one dollar. 


(BADE. -WINNERS and mone -makers ; these 
are the qualities of our advertising novel- 
the people wantthem Write us for infor- 
argest plant in U.8. THE CURKENT 

)., 1026 Filbert St., Philadelphia. 


T= BELLS” and “THE HOLIDAYS ”— 
Our two fine Christmas specialties for 
advertising men, printers, merchants and pro 
jectors of church and other fairs, will be splen- 
did a season. Send for samples and price 
lists. CONTINENTAL PRINTING CO., Success- 
ors to J. A. & R. A. Reid, Publishers, Provi- 
dence, R. I. 


any 


ties ; 
mation: 
PUB 


SUPPLI 
7 AN BIBBER’S 3 
Printers’ Rollers. 
y fate Syrete sping. BRUCE & COOK, 190 Water 


EXEEoPes Special prices on 100,000 lots. 
4 WILOOKX, the Printer, Milford, N. Y. 


XX wh 5 
10,000 ccc SukyOck’ Zangerute 


vf Ewer: APER—Rolls or sheets. First « uality. 
4 Write A. G. ELLIOT &CO., Philadel Pa. 


TANDARD Ty Foundry printing oni, 
Ss type, original borders. 200 Clark St., Chicago. 


| geo postage. . Use colutypee lighter, 
*heaper, more durable t AD- 
VERTISER’S SUPPLY CO., 28 Lafayette "PL, N.Y. 


Qs REOTYPE, linotype and electrotype met- 
copper annodes ; zinc plates a 

MencHANY a CO., Inc., "617 Arch St., Vhilade 

phia, Pa iain ell 

Nee ~ PAPER is printed with ink manufact- 
red by the W. D. WILSON PRINTING INK 

CO., Ltd, 10 Spruce 8t., 

to cash buyers. 


es best in the world. That isthe kind of type 

I make, and I can beat them all on prices. 
P. H. BRFSNAN, Successor to w ralker & Bresnan, 
201 to 205 william St., New York 


N° fire about our gas and gasoline engines. 
A They reguire little attention ; tJ steady; 
economical, durable, reliable. ve you 
money. PRILADA. GAS ENGINE CO. 911 Wal- 
nut - Philadelphia. 


ee. commercial, catalogue, calen- 

; any size, shape or quality; plain or 
well printed "Pare gum arabic used exclusively. 
Indicate your want. our samples and U 
do the rest. ports ALO ENVELOPE 
facturers, Buffalo, N. Y. 


New York. Special prices 


.» Manu- 
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ADVERTISING | MEDIA. 
4 ee YANK, Boston, Maas., 100,000 monthly. 





HOE TRADE JOURNAL, | Chicago, iam 8 5e- 
S"s ares business for advertisers. Try i : 

TO 10 hours in advance of all other cies 
~) Exclusive territory! sTaR, Kockland, Me. 
you advertise in Ohio you will get results. 

Penh particulars address H. D. LA COSTE, 38 

Park Row, New York. 
NY rson advertising in PRINTERS’ INK 
d to the amount of $10 is entitled to receive 
the paper for one year 
66 | N her Post-INTELLIGENCER Seattle has one 
of the four t papers of the Pacific 
Coast.”— Harper's Weekly. 
H. D.LA COSTE, 38 Park Row, New York. Spe- 
aie newspaper representative. I offer a 
rtisers papers that bring results. 
all America there are only eight semi-month 
lies which have so a orcs as the 
WISCONSIN AGRICULTURIST, Kacine, 
ARE zoe ee ~4 in Ohiot We invite your 
mtion to Dayton MoRNING TIMES, 
; the EVENING News, 


lati 
9,500 copies each anene, = WEEKLY 
resentative fam- 


— their com- 
Goan’, aro Mintion of of "at copies 
oughly reach the hom: that section. Dayton 


isa PTE pe peey on "of 8 m.h0n, and the News and 
one beng lished journals, and have al- 
and ways enjoy. toa marked 


the someenee 

oun of Sr og dre ~ 
Park Row, w York. 
1 RAINS, a pine canal for advertisers. It 
contains photographic reproductions of the 
retail advertisements to be found in the va- 





ines, reading matter and best — 

oy ‘of adventionmante. The only 
in the world devoted exclusively to re- 

= a ag agg and toa the men who write and 


Pri many & sugges- 
ol for display from | it. Subscription priee, $4 
oye. Sample copy of BRatns free. “Adve: 
— on A a pe BRAINS PU BEISHinG 
w York. 





ADVERTISEMENT CONSTRUCTORS, 
M AKE your town talk. 








12 READERS, #4. Ten fom ads, $5. F. W. 

“= DECKER, Newburgh, N 

M4a= your town » talk. Co out PARAMORE, 
the pioneer catalogue compiler. St. Louis. 


DEAS | dollars. I have ideas; I want dol 
lars. rite. OCTAVUS. COHEN, 335 Forest 





Ave., New York. 

A™ DS os y. You need t bax, I write them. 
or Seeman. J. F. CAMPBELL, 191 

ree 1 Brooklyn, N. ..¥ 

Sane wee oe advertisin booklet that I 


D3 prepared for een of St. Louis. 
ORE, 419 N. Sith Be Lo 


1 WANT to know more or advertisers. Send 
me $1 before Nov. 10th and get 4 ads written 


Ree as w After that $i cach. CHAS. A. 
O0O0L) W. Main St., Louisville, Ky. 

SMovery bait A ploaiog ng booklet should go with 

I have something inl 

ooo men, pelt Sad two of your ads and I will 

toh eo the story. PARAMORE, 419 N. 4th, St. 





M xiie ¥ entire thinking energy energy is devoted solely to 
ar “ origit and convine ad- 
r. 


know, A — I have 
for prey why that I ola ts valuable serv- 
ice. pores tu weed auch service} “TED SCARBORO, 
& A Building, Brooklyn, N. Y. 
AKE your town talk, I can ect yon. a 
M booklet that will do it. Book can be nted 
bea I it Gieosier you 


ease. Writing nothi It’s my treat. 
yy ng costs you New Y Your's Day? d 
two of your ads. PARAMORE, 419 N. 4th, St. 





PRINTERS’ INK. 


drug advei ane, & dvice or = ian free 
ULYSSES G. MANNI G, South Bend, I 


O™= To illustrated work a ae, _Writ- 


CLIFTON nw kDY, Writer ‘of. prom Fm Niles 
Ww HENI EN I write your yur ads yo yeu get the benefit of 


and what hun- 
dreds has = advertisers 


Ts only sation, of ym vely medical and 





rience a 
ve told me, If { fail 
to please sit your money back. I'll send 
you six tten for et od ness, for a $2 
check. Jets and circulars just as reasona- 
ble. a MCAS. 423 Cherokee, Leavenworth, 


ghest development of the 


BOOKLET is the hij 
nty and pithy beyond 


i circular—handy, 
In place of a long, x. ous sheet of 


compare. 

prin matter let me arran, you have to 

I in booklet form with ection about the 
nting and a cut for the cover. { do this for 


new customers for $2. RK. L CURRAN. ill W. 
Mth St., New York. 
ee rare L, prtef, explicit : ads on any subject. 
ical ads, circulars, booklets. [ have the 
proper 5 and business training. | write 
«vglish and German, French ditto. Translations 
from a circular to a full book to order. Charges 
moderate. Work queueeh, Letter of advice $3 
a chance for advertisers that - ‘tafford to pa 
afortune. Money’s worth or money back. —_ 
with inquiry. CHAS. J ZINGG, ‘Farmington, M 
AN hour, paid Aud blisher clients 
S1 006 of pa me yh rs, for solving 
—_ riddie and other advertisements. The 
blic clamors for a at offers of 
this } kind, and they are winners. My prize adver 
tisements pass inspection of post-office authori 
ties. [can help any paper or aavertor- Med 
— ads = ow oe _ yeeweree eds oer 


business ranged 
HAYNES, matty. Washington, 


I TAKE particular pains with all the work I do. 

I want my writing to reflect c t upon me 
and to be of value to one for whom it is pre- 
pared. I do = charge as much as some add 

write my expenses are not as high, 
but I és ask enough to pay me for my pains and 
the service | render. 1 cannot pee definite 





pent 





prices, but will eve three bargain prices good 
until Nov. 6th : 6 retail F-3 ds, 9°; circular, $2 ; let 
ter of for new booklet 


ad 

FRANK V. vies Be Werner Bu! ding, Goshen, Ind 
ye have had experience | with printers. How 
much ‘hel did you ever get from the aver 

age printer? How much does he dispiay 

in is the execution of your work! How much 
brains did ae ut into it! When you have wanted 
some particu yo = job, what use has he been 
to you! Hasn’t he been rather more of an irrita 
tion than aati elset We have been told that 
we were the only printers in America who wer: 
really helpful to our petrens. We have many 
customers who leave t yeand orange ment and 
color and paper entire: ke vw Ther know that 
when we get through, their ok will suit them 


a good deal better than if they had planned it 
and worried with it themselves. — want to do 
the best printing of the most part cular peopl 


We have the accommodations and the ability 
and the Map and the plant to do it right 
No place is too far away for us. a LOTUS 
PRESS, ww. 23d St., New York Cit, 


A FIRST-RATE cent te 
in New York, and less in smaller places 
You cannot expect a man to be a Meiasonier for 
_. If he isa really mechanic, and capa 
ye : ~* oe ng out hg © of — Ee people, 
it is all that you can & capable 
really tasteful, distinguished =. His 


ist would u He doesn’t 
don’t want ‘him to think. Lag do all be think 
ing that is necessary. were printers for 
nearly ten pone before we learned how to print 
Then we do the work we are doing nov 
It - unlike the work done by one er printer 
lieve it is better than any other work 
LOTUS PRESS, 140 W. 23d St., N. Y. City. 








PRINTERS’ 


BOOKS. 


Oo” books bongs and sold. Send stamp for 
ist. Address A. J. CRAWFORD, 312 North 
7th St., 8t. Louis, Mo 


JPANGER SIGNALS, «man 2 manual of practical] hints 
for gene Price, by mail, 0 
cents. Address PRINTERS’ INK, 10 Spruce 8t., 
New York. 


jos Printers’ List of Prices and Estimate Guide. 
e) Contains actual res for all job work, 
with instructions on est mating; price, #1. H.G. 
BI>HOP, 143 Bleecker St., New York. 


MERICAN NEWSPAPER DIRECTORY for 
f 895 (issued June 15th). Describes and re- 
ports the ciroutetion of 20,395 news; eee and fa 
riodicals. Pays a reward of $25 for eve 

waeee 6 eres 3s not accorded a circu tion 
rating with facts shown by his 
cintennens in de detail 1 ir signed and dated, and $100 
reward to the first person who shows any such 
statement to have —— ee 4 1,000 pages. 


; 31 cents i 
Ay 5 Address. GEO. °. ROWELL 
CO. Pub ers, No. 10 Spruce 8t., New York. 


yer directories are concerned 
to think that Rowell’s stands 
the general con- 


& CO., 


S° far as new 
7 weare inclin 
at the head. This seems to 
ome Ks Cay among most of the agents and 
adve’ rs. e complaint so often alleged that 
periodicals are noe accorded their proper rating 
is, 80 far as our in e "has ala goes, pure bosh 
The TEACHER’S bate — always been rated in 
exact accordance with the sworn statement it 
has furnished to the ~ w. of the Directory, and 
as Rowell on 0 vous of $25.00 to any pub- 
lisher who is not correctly reported after prop- 
erly fling out cirpulation blanks, statements re- 
e impossibility of oi, a correct 


rating are ridiculous.— Teacher’ 


ARRANGED BY STATES. 
Advertisements under this head, two lines or more 
without di. y, 25 cents a line. With display or 


black- t the price is 50 cents a line. ust 
be kavded ane wou’ in advance. 


ARKANSAS. 
FOR SEVENTY-SIX YEARS 


The Arkansas Gazette 


Has been the leading newspaper published in 
the State. It is issued from the State Capital, 
which is the ed land b as well as 
the geographical, center and distributing point, 
with a population of 40,000 people. Judicious ad- 


vertising in the columns of this paper usually 
brings profitable results. 
CALIFORNIA. 
ALWaYs AHEAD—Los Angeles Times, So. Cal.’s 
great daily. Circulation over 14, 060. 
~ Brengions, Cal., the 
THE WA VE, Pacific Coast so- 
3.000 ° E. KATZ, 
is ‘i World bldg, Xe eekly 
k, N. Y.,sole guaranteed. 
[ie taliban tee ng district of 
ich San Jose is the center is is thoroughly 
covered by the Jose MERCURY. Sample 
copies free. vertising in 
weekly address MERCURY, San Jose. 
r HE EXAMINER has a larger daily Grealatlon 
= the mined) and the larg ir in San 
jon 
while the Lae 
has ‘the of lenge, walle he wes yet 4 
y paper per west of the Misouri.” From 
Trintore” ink, of July 3, 1895. 
LOUISIANA. 
W. PRESBYTERIAN, New Orleans, weekiy 
over Ala., Ark., Fia., La., Miss., Tenn., Tex. 
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IOWA. 


A DVERTISERS will notice that the WEEKLY 





RAPH is credited by the American 

Newspaper eee for 189 with a higher cir- 
culation rating than any other weekly issued in 
Dubuque County. 
PRE be ee (iowa) TELEGRAPH, daily and 
is a paper that judicious ‘advertisers 

They are the 
Send 


should = ude in their contrac 
best papers in Northern and Eastern lowa. 
for sample copies and rates of advertising. 


KENTUCKY. 


OUISVILLE SUNDAY TRUTH, 12,0600 copies 

each issue. pmeroeanny covers the homes 

of the city and suburbs. Now in its twelfth year. 

Send for rates and copy of TruTH to H. I). LA 

COSTE, 38 Park Kow, New York, Special News 
paper Represe: ntative. 


MAINE. 
E HOME 


pue TREASURY, Augusta, 
proves 0,000 copies per month. 


MASSACHUSETTS. 


6) — CENTS for 40 words, 5 days. Daily ENTER- 
m+) prise, Brockton, Mass. No snide ads. 


MICHIGAN. 


",HE SOO DEMOCRAT Sault Ste. 
It should be on your list. 
QAGINAW COURIER- HERAT. a. 
Sunday, 7,000; weekly, 14 
) AGINAW COURIER HE aE 5 is delivered di- 
9 _rectly into the homes by its own carriers. 
GSAGIN AW COURIER HERALD, largest cire’n 
\ in No. Mich. Full Assec’d Press C hes, 
GAGinaw Evening and Weekly NEWS. La 
est circulations in the Saginaw Valley, Mic 
QAGINAW COURIER HERALD is the leading 
‘ newspaper in Northern Michigan ssued 
mornings except Mondays, Sunday and Weekly. 
ne , est. 1870; Sunday, 7,000; Weekly, 
14,000, est. 1857. Saginaw (pop. 66,000) is the third 
city ray Michigan. For further information ad- 
dress H. D. LACUSTE, 38 Park Row, New York. 


ACKSON (Mich.) PATRIOT, morning, evening, 
eJ Sunday and twice a week. The leaders in 
their respective fields. Exclusive Associated 

ress franchise. Only morning newspaper in 
this section. All modern improvements, Rates 
reasonable, The leading advertisers in the coun- 
try are represented in the PaTRiot’s columns 
Information of H. D. LACOSTE, 38 Park Row,N.Y. 


~ oeernes 


‘HE WATCHMAN has circulation 
throughout the southe x. “States, and isa 
splendid advertising medium. Send for sample 
copy and advertising rates. JAS. M. WALKER. 
Publisher, Williamsburg, Miss 


MISSOURI. 


K Jv ANSAS CITY WORLD, daily exceeding 25,000, 
A Sunday 30,000 
QTRIKE tne apy m 
 FORTNIGH : 
TPO reach the 50,000 = = <— zine miners of 
Southwest Missouri, use the columns of the 
Webb City Daily and Weekly SENTINEL (successor 
to the Trwgs). A live, progressive and up-to-date 
newspaper. 


___ NEW HAMPSHIRE. 





Maine, 





Marie, Mich. 





Daily, 6,000; 
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Established 1877. 1877 


The GRANITE MONTHLY 


Beautifully Illustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, - Special Agent, 
TEMPLE CouRT, New Yor«. 
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MONTANA. 


PRINTERS’ INK. 


PRE perez County TIxEs tgs the largest circu- 





Ne) ay ah, SE yt eight 
Ten all home print. Circulation exceeds 3 ceeds 1,000." 


ANACONDA st STANDARD. Circulation three 
imes greater than that of any other fy 
or en paper in Montana: 10,000 copies daily. 


NEW JERSEY. 


RIDGETON (N, J.) EVENING NEWS leads all 
South Jersey papers in circuiation. 5; 
ads 12cents, 15 cents, 2 cents an inch an inse: \. 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find IT PAYS! 











PRE PATRIOT, Penna. Forty 

third year. "Politics, 4 xlependen mtly Demo 
cratic, pe 5 he enpltal ; 8,000 
daily, 5,000 weekly. er] Population 54, 000 


RHODE ISLAND. 


(PE HOME GUARD, Providence, R.I. Tenth 
year. Circulation 50,000. 


SOUTH CAROLINA. 


» a oe ones of THE aan, Somme. 8 

ie most popular paper in a hundre: 
South v Garching towns. The semi-weekly editio 1 
reaches over 1,000 post-offices in South Carolina 




















NEW YORK. 
UEEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 


‘ADVERTISING agents to send advertisements 
to the EVENING JOURNAL, Flushing, N. Y. 




















Bs a weekly journal for advertisers. It 
contains ph ic reproductions of the 
retail advertisements to be found in the va- 
rious publications of the lish-speaking world, 
r with many hundred excellent sugges- 
matter and 


tions for en pr ines read v- 
of advertisements. The only 

journal in Pe world devoted exclusively to re- 
Vadvertisers at and to the men who write and 


set their Lie emo many sucges- 
fos for display from i if Subscription 1 pris - 
a year, A of Brains free. vert 
on ion. BRAINS PU BLISHING 
., Box 572, oe York. 


ELMIRA 
TELEGRATS. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. Frank Ricnarpson, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


NORTH CAROLINA. 























URHAM ny wy fh PAPER AND BUSY AGENT 
circulates in ry State. 10 cents a line. 
OHIO. 
‘HE PRESS, Col only D tic daily 
‘1 "in Central Oni . 





ARGEST cire’n “i a Prohibition paper 
4 nation: BEACON AND NEw ERa, Springfield 


| he ~- (0) REPUBLICAN is the best news- 





rin 

id, O. 

respects lished in. any 0,000 

it, the United” Batee Circulation—daily, 
; weekly, 2,000. 


PENNSYLVANIA. 


HE SCRANTON TaUTe an Sopepenten> o> 

Circulation over 13,000 
cireulation +y Penn- 
ja and 








__ TEX anal 
VERMONT. 
Tle 
VIRGINIA. 





‘T= STATE, Richmond, the lead evening 
paper in a community of 12, people. 
blishes full A Press dispatches, and i 

a live, up-to-date family newspaper. New ma: 

agement, typesetting nn new press ar 

many improvements. Grea’ local circulatior 
than any other Richmond daily. Prices for spac: 
of H. D. LACOSTE, 38 Park Row, New York. 


WASHINGTON. 
GEATILE TIMES. 
GEATTLE TIMES is the best. 

















S EATTLE POST-INTELLIGENCER. 





se TIMES is the home paper of Seattle’s 60,0 
people. 





ae dy eee ay; the Toes, has 
largest circulation of any eveni paper 
north of San Francisco. F ood 
66 [*% her PoST-INTELLIGENCER Seattle has « 

of the fon ects. papers of the Pacif 
Coast.” — Harper's 


WISCONSIN. 


W a oaly Ente AGRICUL LTU aad if Racine, Wi - 
paper orint« 

in the State. Rates onfy 35 cents a line 4 ir 

lation over 25,000 














CANADA. 
yh circulation in New Brunswick is 
the Prog weekly issucd 


enjoyed 
is. John. — Poom Printer Printers’ eink. issue of May >, 
HE BERLIN Lyn & (daily and weekly) is 
ac enoweages 2 advertisi -& 
one, in Wi County. as it indisputab!y is 
the lead: The Damty Recor! 


ate “Se peper ot a large and progressive manufs t- 
The ie who read it are wel! 
do German‘ 





who have money to spe 
UTTLEY, Busi Mi , ii 


MEXICO. 














co} daily. 
sylvania outside Pi rE ; 
circulation on ‘kawanna li 
ween New York City Buffalo. BARRETT 
& JORDAN, Proprietors, 
TOT Blue-bloods, but Hustlers. There is no 
4 element of anywhere 
than is to be found in the sow rm sec- 
Ivania. It is here that the Chester 
and ry 


YG manner and medium tell in adver 
Possibly Et Faro and its ad de 


partment could help you. Apartado 306, Mexico 


_ SO. & CEN. AMERICA. 
SRT: 











use 
LD. 





y 
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CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
cost 26 cents a line, for each 
insertion. One ine, = eo 

Saced type, insert 

months for $6.50, - months 25, or 4 weei 
Display or onthe Sor pm charged at 50 
each ame, ow ae year, or #24 

ne oO, >For oe 

For the p who 
ng he wan one will be 


display or 


black- 
my 52 a Sor $13, 6 


does not find t 
made to specially Rt hi his om. 


ADVE ERTISING. 


BRAINS, a weekly journal for advertisers. It 
contains photog ic reproductions of the 
best advertisements to be found in the 

various publications of the English-speak- 
ing world, together with many hundred exc oek- 
lent qapections for catch-lines, reading matter 
and hical display of advertise- 
ments. The only journal in the world devoted 
exclusively to il advertisers _ to the —~ 
who write and set ~¥ oae. Prin ~~ a — 

goc splay an Sub 

scriptio: Sample 


rice ‘s year copy of 
BRAINS tree. Raverth rates on aj ication. 
BRAINS PUBLISHING CO., Box 573, ) 


ew York, 
AGRICULTURE. 
HOME AND FARM, Louisville, Ky. 
B D FARME: Zanesville 0. 
RURAL PR isco, Cal. 
WISCONSIN AGRICULTUR. a "Wis. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
ge: . ae farmers are harvest- 
e finest cro nown in is 
terri tory for ears. They wi will have more sur- 
is falland a —— bl have 


le more effectively through the col ~- A. attne he 
ME JOURN —_ other way. 
by them as their business 
Let us help you do business with 
pecile. i FARMEKS’ HOMEJOURNAL, 
uisville, Ky. 


A. P. A. 


A. P. A. MAGAZINE. New. 15,000 circulation al- 
ready. 100 yearly, 25c. 
Cal. 


y. "None tree. Sain 
~ ART. 
ART LEAGUE CHRONICLE, Leavenworth, Kan. 
BOOTS AND SHOES. 
“ BOOTS AND SHOES ” WEEKLY, N. Y. City. 
CARRIAGES AND WAGONS. 


THE HUB, 247 “Broadway, New 
The leading monthty, a! 
bank te the art of carriage 
and grein ted all over the were 
THE HUB NEWS, 247 Broadw N. 
The pos weekl y paper published in d: 
interests of vehicle mfrs. and dealers, 
COAL. 
COAL TRADE JOURNAL, New York City. 
COLLEGE PUBLICATIONS. 
THE MUHLENBERG, Allentown, Pa. Cire’n 1,000. 
ever realize that what is “continually 
ied into” a young man during his college 
sually creates a life-long impression! 
Tue UNIVERSITY OF MICHIGAN DatLy, Ann Ar- 
bor, Mich., is read every day of the coll Fam 
the students of one of the two largest Amer- 
universities. 


York. 
all that 
oe 


COMMERCIAL TRAVELERS. 
THE COMMERCIAL TRAVELER, St. Louis, pub- 
~ lished in the interests of and circulates among 
cial travelers. Bona fide circ’n, 4,650. 
DANCING. 
THE BALL ROOM, Kansas City. Semi-monthly. 
DRUGS AND CHEMICALS. 
WIS. DRUGGISTS’ EXCHANGE, Janesville, Wis. 
FASHIONS. 
ams oF Lage yt z. a4... 
month} 


ion opens x a year. 
THE WAVE, San 





13,000 weekly. 
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HARDWARE AND HOUSE FURNISHING. 
HARDWARE DEALERS’ MAGAZINE. 
Goes to Hardware Dealers. 
D.T MALLETT. P Publisher, 271 Broadway, N. Y. 
HISTORICAL, 
THE AMERICAN HISTORIGAL REGISTER, a 


Monthly Gazette of the Patriotic Heredita: 
Societies of the vanes & ~ of America. Sen: 


for pap oe Philndel id specimen copies. 120 
8. Sixth St., P! Jadelphia, Pa. ’ 


HOMQ@OPATHY. 
HOMEOPATHIC RECORDER, Phila. Pa. 
HOUSEHOLD. 
WOMAN’S FARM JOURNAL, St. Louis, Monthly. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LAW REPORTS. 


sl in 5are successful 


ay yA Law ttt 4 U.S 
reached “Selected Lists.” Address 


OOPS. a Reehieven, N.Y. 
LITERAT! TURE. 
THE WAVE, San Francisco, Cal. 
LUMBER. 
80. LUMBERMAN, Nashville,Tenn. Covers South. 
MACHINERY 
THE SAFETY VALVE, a journal for steam 
users, Office, Times Building, New York. 
MEAT AND PROVISIONS. 


The National Provisioner, N. Y¥., Chicago 
MEDICINE A ND SURGERY. 
MEDICAL a spl tr. cir. Portlan 
wee STE EDS AL pho Me SURGICAL 
MONTHL’ 
riodical p 
— ome 


13,000 weekly. 


te PORTE t. Jone 
MEMPHIS MEDIC it 
Tenn. Only partion, | 
Missi Valle 
Or 


oe. 
LY, Memphis, 
ublished in the 
uis and New 


= ING. 
MINING AND SCIENTIFIC PRESS,San Francisco. 
PAINTING. 


TING, 247 Broad- 
wa e finest and most com 
poner published for the trade— 
worth more than price of » yea 


PARKS AND CEMETERIES. 
PARK AND CEMETERY, Chicago. Monthly. 
PHILATELY. 


AMERICAN PHILATELIC MAGAZINE, Omaha, 
Neb. Monthly. Stamp men like it. 


PRINTING INDUSTRIES. 
PAPE AND | PRI SS, Philade Iphia, Pa. 
magazine in the world of 
- e- indore by — creas exclu- 
ve) employing an re 
lithoera phers, 4 book binders, Dino 


makers. Mnanufacturing stationers, e 
etc., etc. Sample copies and d rates on 


SOCIETY. 
THE WAVE, San Francisco, Cal, 
SPANISH. 
R, established 1888. | 


jon inthe world. Trans 
46 Vesey St., N. Y. City. 
bg AY PAPERS. 
ELMIRA , TELEGRAM : Circulation over 
100,000 Be A. pweckiy. 
TEX TILE. 
TEXTILE WORLD, Boston 2. Largest rating. 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City, 
WOMEN, 
QUEEN OF FASHION, New York City. 
Isgued monthly. A million copies a year. 


13,000 weekly. 


REVISTA POPUL 
8 cire 
in all 
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“Westward the Star off 


DE) 


is the Metropolis of the IW 


System of Bt 


Carleton 


Control the Advdig 


Only one rate, 45c. per ci 


soc. Six months ie. 


_CARLETON 


& KISSAME:, 








ee 


re 


ox 
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fanpire Takes its Way.” 


at 


Vest, and has a splendid 
t Railways. 


Kissam 


v@e in all of them. . 


| X 21 Inches) per annum. 
gc. three months. 


TAL TELEGRAPH BUILDING, NEW YORK. 
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~ — ates Beare 
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PRINTERS’ INK, 


A JOURNAL FOR ADVERTISERS, 


ra Issued every Wednesday. Subscription 

: Two Dollarsa year. Five Cents a copy; 

Five Dollars a hundred. No back numbers. 

After December 31 the subscription price will be 
to Five Dollars a year. 

t# Publishers desiring to subscribe for PRINT- 
ERS’ Ink for the benefit of advertising patrons 
can obtain special terms on apeiipatios 

t= Being printed trom tes, it is always 
possible to issue a new edition of five hundred 
copies for $25, or a larger number at same rate. 

(2 If any person who has not paid for it is 
receiving PRINTERS’ LINK, it is because some one 
has subscribed in his name. Every paper is 
stopped at the expiration of the time paid for. 

New York Orrices: No. 10 Spruce Stesst. 

CHICAGO AGENTS, 
Bewnam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 








NEW YORK, OCTOBER 30, 1895. 





WHEN the ad talks as a sensible man 
does readers listen. 





It is well to advertise, but it is bet- 
ter to advertise well. 


BustneEss does not often come to 
those who do not seek it. 





SIMPLICITY and sincerity are com- 
ponent parts of a good ad. 


Ir is easy to keep your business a 
secret if you don’t advertise it. 





Aps that attract new customers and 
hold the old ones are good ads, 





THE easiest way to say a thing is 
sure to be the easiest understood. 





Some ads are so frothy that a breath 
of common sense blows them away. 





THE advertiser who is not constantly 
improving his ads is losing his grip. 
Say what you mean, mean what you 


say, and your ads will bring business. 


IpkAs that are plain, conveyed in 
plain language, are plainly the best in 
an ad, 





Aps are sometimes like clothes— 
made to fit individuals. Remember 
this when you are ‘‘ appropriating ’’ and 
take something to fit you. 


Durinc the week ending Wednes- 
day, October 23d, three hundred and 
forty-nine paid-in-advance subscribers 
were added to PRINTERS’ INK subscrip- 
tion list. 





PRINTERS’ INK. 


A MAN who has a business and no 
advertising will in the course of time 
have advertising and no business. 


IF you expect an advertisement to 
create business, word it for business. 
An advertisement has no life in itself 
—it depends for its efficiency upon the 
vigor with which you endow it. 


Wuat the ad says and how it says 
it are of equal importance.  . ac 
filled with business-bringing facts, but 
written so that they cannot be under 
stood, is of no importance, while an ad 
interestingly written, and containing 
no facts to remember, is equally futile. 


THE advertisement that is dignified, 
because the writer is in earnest and 
because he finds it impossible to write 
in any other way, is a good advertise- 
ment. But where the dignity is as- 
sumed it is apt to give the advertise- 
ment a strained effect, which must be 
avoided at all times. 


THE present is the high tide of pros- 
perity for the daily newspaper. Their 
Sunday editions are making sad inroads 
upon the circulations of weekly papers 
at every point near a railroad. It is 
noticeable that the sensational we 
lies, which a few years ago issued gre 
editions running up to a hundred 
thousand or more, are not now so pros- 
perous as they were and some of i. 
with supposed great circulations, are 
actually ceasing to appear at all. 


WHEN in the year 1869 the Amer- 
ican Newspaper Directory inaugurate: 
a system of quoting newspaper circu 
lations, it was a step in a direction 
whither no path had hitherto led 
From year to year new plans we! 
tried and some progress toward a 
satisfactory method was annually ac- 
complished. It was early observ 
that to state the circulation of a paper 
in such a way that a comparison be- 
tween rival publications should be pos- 
sible, it was necessary to arrive at 4 
system which should be of universa 
application, and that the knowledg: 
conveyed should not only be what t! 
publisher intended to convey, but 
what the advertiser at the same tim: 
supposed he was receiving, It was 
finally laid down as a principle that 4 
circulation rating accorded by the I)- 
rectory should mean one of two things. 
either the smallest issue that had been 
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rinted within a complefe year that 
fiad passed, or the average edition for 
the year, arrived at by setting down 
the number of complete copies printed 
for each issue, adding these to find the 
total output for a whole year, and di- 
viding that total by the number of is- 
sues within the year, thus arriving at 
the actual average and permitting the 
accuracy of the calculation to be veri- 
fie’ " » a revision of the calculations, 
the wuole forming a part of the report. 
‘d wrAfurther found that to avoid 
misunderstandings and to hold some 

ae responsible for the statement, the 
same ought to bear a date and be 
signed by some one competent to con- 
vey the information and authorized to 
convey it. The hesitancy on the part 
of publishers to prepare and send in 
these statements early showed that the 
tendency was all in the direction of 
avoidance rather than toward sending 
such as were not true. To such an 
extent was the general truthfulness of 
these statements found to be absolute, 
that in the issue of the Directory for 
the year 1878 its publishers decided to 
guarantee the absolute accuracy of 


every such statement that should be 
furnished to them, and to pay a re- 
ward of one hundred dollars to the 
first person who should successfully 


wil the accuracy of one of them. 
Mey were required to pay the reward 
for that year in only one instance: 
Case of the Waukegan (Illinois) Ga- 
vette. In the next year’s book, issue of 
1889, a right to the reward was also 
established in one instance: Case of 
the Madison (Wis.) Skandinavisk 
‘ribune. The issue for 1890 passed 
thout any one establishing a right to 
e reward. In 1891 it was paid in 
one instance: Case of the Prospect 
(Ohio) Advance. The edition for 1892 
was less fortunate. For this year, a 
right to the reward was three times 
made good, and, in two instances, the 
letected parties were prominent daily 
papers. The three were: Case of 
the St. Louis (Mo.) Anmzeiger des West- 
ens, Atlanta (Ga.) Dixte Doctor and 
San Francisco (Cal.) Morning Call. 
Che issue of 1893 had also three 
cases of this kind, and one was that of a 
religious paper, and the error of the 
publisher, a missionary, was the tech- 
nical one of counting twenty-five 
sheets to the quire, when the actual 
number was but twenty-four. The 
rewards for this year were: Case of 
Muskogee (I. T.) Our Brother in Red, 
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Monon (Ind.) Mews and Montfort 
(Wis.) Monitor. In the issue for 1894 
there was an increase of two in the 
numberof detected misrepresentations, 
the number dealt with being five, as 
follows: Case of Topeka (Kan.) Sat- 
urday Evening Lance, Minneapolis 
(Minn.) Farm, Stock and Home, Chi- 
cago (Ill.) Western Rural, Los Angeles 
(Cal.) Family Ledger and Seattle 
(Wash.) Press Times. 

The last issue of the Directory (for 
1895) has been before the public barely 
half a year, but within that time 
claims for the reward have already 
been presented in greater number than 
during any previous year. In one of 
these cases, the most conspicuous one, 
the misstatement was proved from the 
columns of the paper itself, and was 
perhaps an instance of carelessness 
rather than intent to deceive. In 
another instance the reward was earned 
by the publisher of a Presbyterian 
weekly, who exposed the misrepre- 
sentation of a Catholic brother who had 
employed him to do the presswork 
and thereby placed him in a position 
to expose untruthfulness. 

The publisher of the San Francisco 
Morning Call is the first of any con- 
nected with one of these detected pub- 
lications to come out squarely and 
admit that, in the of his own 
paper, the Directory did the right 
thing. He isa new publisher. The 
wrong was no act of his. He bought 
the paper at a public sale and the 
stigma attached was a part of the pos- 
sessiomhe acquired. He now wishes 
to be freed from the stigma; but the 
question to be considered is: Can it 
be accomplished ? and how? The in- 
creasing number of untruthful reports 
detected in 1895 by no means indicates 
that publishers are less conscientious 
than formerly, but comes about from 
the greater number of reports sub- 
mitted, which are now much more than 
five times as numerous as they were in 
the year 1888. ‘This increase is due to 
the great value which it has been dis- 
covered advertisers attach to these guar- 
anteed ratings. If they continue to in- 
crease in the future, at the same rate, 
it would appear that in time only the 
most respectable journals, with the 
smallest and choicest list of subscribers, 
will refrain from allowing their adver- 
tising patrons to have a knowledge of 
the number of times their announce- 
ments will be duplicated in considera- 
tion of the money demanded therefor, 
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MISCELLANEOUS OCCUPATIONS New York, N.Y....Journal of Fash- 
ion and Tailor- 


AND TRADES. hii 
Under each of the following sub- Men's Quester, a 


divisions, arranged in alphabetical or- 
der, is given the number and frequency COAL AND GAS, 
of issue of the papers of each class Weekly, 3; semi-monthly, 2; month- 
and also the names and circulation of jy, 2—total, 7. 


all that appear in the American News- Weeklies. 

paper Directory for 1895 as having a Chicago, Ill........ Black Diamond, 2,25 

regular issue of more than 2,000 copies. New York, N. Y....Coal Trade Jour- 

All the circulation ratings to which an nal, *2,2 

asterisk is prefixed are guaranteed by _ | | Semi-Monthly. 

the Directory to be absolutely correct. Ne York, M. ¥....Progressive Age, *,2 

Those not so marked are not guaran- . Monthites. — 
Scranton, Pa........Colliery Engineer, *5,64 


teed. Their publishers making NO New York, N. Y....Water and Gas 
definite report, they appear in the Di- Review, 4.0 
rectory with an estimated rating ex- 
pressed by letters indicating that they 
are believed to have the minimum cir- PERFUMERY AND SOAP, 
culation for which the letters stand. Weekly, 3 ; semi-monthly, 2 ; mont! 
In the following lists the minimum fig- ly, 27 ; quarterly, 2—total, 34. 


DRUGS, CHEMICALS, PHARMACY, PAINT 






ures are substituted for the letters : Weekly. 
BREWING, BOTTLING, LIQUORS AND New York, N. Y...Pharmaceutical] 
WINE, Era, 7, 
Weekly, 4; semi-monthly, 4; month- _ Semi-Monthites, 
; New York, N. Y...Merck’s Market 
ly, 13—+total, 21. Report, : 
Semi-Monthlies. Am. Druggist, 4,00 
New York, N. Y...Bonfort’s Wine Monthiles. 
and Spirit Cir- yer 
Danbury, Conn.... Prescription, 7; 
cular, 2,250 . ’ 
: a Chicago, Ill........ Western Druggist, 7, 
Wise and Spirit Detroit, Mich......Bulletin of Phar-’ 
azette, 2,250 piesa si ph epee: ——e ° - 
Monthiies. New York, N. Y.. .Druggists’ Circu- | 
New York, N. Y...Supply Journal, *2,274 ar, 7 
Chicago, Ill........ Brewer and Malt- St. Louis, Mo...... Nat. Druggist, * 
ster, 2,250 Chicago, Ill....... «Western Painter, 4 
Western Brewer, 2,250 Indianapolis, Ind...Pharmacist, ’ 


N. Y...Gaceta Medico 


New York, N. Y...Brewer’s Journal, 2,250 New York, 
Farmaceutica, 4,00 


CARRIAGES. Savannah, Ga.......So. Drug and 
Weekly, 1; monthly, 8—total, 9. a Paint Review, *2,50 
Weekly Chicag>, Ill........ Registered Phar- 
. macist, 
New York, N. Y...Hub News, *2,500 Boston, Mass....... N. E. Druggist, 
Monthiies. New York, N. Y...Deut.-Am. Apoth- 
New York, N. Y...Blacksmith and eker Zeitung, _ 
Wheelwright, 4,000 Painters’ Mag azine, 
Philadelphia, Pa...Carriage Monthly, *4,000 Pharmaceutische 
New York, N. Y...Hub, 2,250 ? ; Rundschau, 
Troy, N. ee je2d Carriage and Philadelphia, Pa....Am. Jour. of 
Harness Deal- Pharmacy, 
ers’ Journal, 2,250 Nat. Barber and 
Cincinnati, O...... . Spcketeen, 2,250 Druggists’ Ga- 
Philadelphia, Pa. arnish, 2,250 zette, 


CLOTHING, FURNISHING GOODS, TAIL- pRy GOODS, FANCY GOODS, NOTI 


ORING AND LADIES’ WEAR. GLOVES AND SILK. 
Weekly, 1 ; semi-monthly, 1; month- Weekly, 8 ; monthly, 21—total, 29. 
ly, 12—total, 14. Weeklies. 
Weekly. New York, N. Y....Dry Goods Econ- 
New York, N. ¥Y...Clothiers’ and omist, 
El a berdashers’ Boston, Mass...... Fibre and Fabric, 


New York, N. Y... .Dry Good Chron- 


Weekly, *3,041 
Semi-Monthly. . icle, | 
Chicago, Ill........Apparel Gazette, “2,500 tite sieacanseamnimtae “yo “el 
Monthlites. Boston, Mass....... Journal of Com- 
New York, N. Y....Cloak Review, *2,500 merce, 
Clothier and St. Louis, Mo...... Dry Goods Re- 


Furnisher, 
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Monthliies, 
New York, N. ¥...Modes and Fab- 


racuse, N. Y..... Sporting Goods 


Gazette, 

New York, N. Y...Fabrics, Fancy 
Goods and No- 
tions, 

Boston, Mass....... Textile Mfg 

World, 

Chicago, Dry Goods Bulle- 

tin, 

aterson, N. J..... Silk Herald of 
America, 

Milliners’ Guide, 

Industrial Review, 

Textile Colorist, 


New York, N. Y.... 
Philadelphia, Pa... 


RNITURE, CARPETS, UPHOLSTERY 
AND CABINET MAKING, 
Weekly, 2 ; semi-monthly, 2; month- 
11—total, 15. 
Monthlites, 
St. Louis, Mo Furniture News, 
Philadelphia, Pa...Am. Carpet and 
Jpholstery 
Trade, 
Furniture 
Gazette, 4,000 
New York, N. Y....Decorator and 
Furnisher, * 4,000 
und Rapids, Mich. Artisan, *3,500 
Minneapolis, Minn..Furniture News, *3,00 
( ago, Furniture, 2,25 
Rockford, Ill....... Furniture Journal, 2,250 
Omaha, Neb Furniture Journal,*2,250 
;ROCERIES, CONFECTIONERY, PASTRY, 
PROVISIONS AND SEA FOOD, 
Weekly, 27; bi-weekly, 1; semi- 
monthly, 2; monthly, 11—total, 41. 
Weeklies, 
Chicago, Ill Markets, 
Kansas City, ES Packer, 
Chicago, Ill Grocers’ 
terion, *9,270 
Boston, Mass.....-.N. E. Grocer, *5,350 
New York, N. Y....National Pro- 
visioner, 
Louis, Mo......Grocer, 
New York, N. Y....National Grocer, 
nnati O....... Merchants’ Sen- 
tinel, 4,000 
iladelphia, Pa...Grocery World, 4,000 
Francisco, Cal..Herald of Trade, *2,550 
Grocer and Coun- 
try Merchant, 
ago, Ill Grocer, 
nneapolis, Minn..Commercial Bul- 
letin, 
Louis, Mo Interstate Grocer, 
New York, N. Y....Am. Grocer, 
Fishing Gazette, 
Semi-Monthly. 
Kansas City, Mo...Grocers’ Journal 
of Commerce, 
Monthiies. 
Butchers’ and 
Packers’ Mag- 
azine, #3 
New York, N. Y....C onfec tioners’ 
Gazette, 
Home Market 
Bulletin, 


4,485 


*4,458 


Cri- 


*5,000 
4,000 


4,00 


V 


*3,000 


St. Louis, Mo 


INK. 
Chicago, Ill Helper for Con- 
fectioners and 
Bakers, 
New York, N. Y....Supply World, 
Supply Journal, 
Confectioner and 
Baker, 
Fish, 
Culture 
Fishing, 
Confectioners’ 


Journal, 


Chicago, Ill 


Alliance, O Fish 
and 


2,250 


Philadelphia, Pa.. 


2,250 


HARDWARE, CROCKERY, GLASSWARE 
AND HOUSEFURNISHING. 
Weekly, ee bi-weekly, I 
monthly, 2 


; semi- 
; monthly, 7—total, 17. 
Weeklies. 
Farm Implement 

News, Fix 

New York, N. Y...Iron Age, 
Cea, Ge cccssbed Am. Artisan, Tin- 
ner and House 


Furnisher, 47,339 


Chicago, Ill 
{000 
*7,500 


St. Louis, 
ware Reporter, 
..Crockery and 
Glass Journal, 
Bi-Weekly. 
Minneapolis, Minn. Hardware Trade, 
Semi-Mionthly, 
New York, N. Y....Hardware, #3000 
Monthlites, 
New York, N. Y....Hardware Dealer, *8,430 
Minneapoiis, Minn. Farm Implements, *6,350 
Chicago, Ironmonger, *4,000 
Horseshoer and 
Hardware Jour., 2,250 
Springfield, Mass...N. E. Stove, Hard- 
ware and House- 
furnisher, 


4,000 
New York, N. Y 


2,250 


2,250 


2,250 

HATS, CAPS AND FURS, 
Monthly, 4. 

New York, N. Y...Hat Review, 2,250 
INVENTIONS AND PATENTS, 

Weekly, 2; monthly, 2— 

Weekly. 

New York, N. Y....Scientific Amer- 

ican, 


Monthly. 
Washington, D. C..Inventive Age, 
The Official Gazette of the U. S. 
Patent Office, Washington, D. C., 
weekly, does not insert advertisements. 


total, 4. 


42,000 


*2,250 


JEWELRY, WATCHMAKING AND OPTICS. 


Weekly, 4; monthly, 7—total, 11. 
Weeklies. 
New York, N. Y.... Jewelers’ Review, *7,500 
Jewelers’ Circular, 4,000 
Jewelers’ Weekly, 4,000 


Monthites. 
Am. Jeweler, 
Jewelers’ Journal, 2 
ee Keystone, 
Nat. Retail Jew- 
eler, 


Chicago, Ill 


Philadelphia, Pa 
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LEATHER, BOOTS AND SHOES, HARNESS, 


TANNING AND TRUNKS. 
Semi-weekly, 1; weekly, 10; 


PRINTERS’ INK. 


semi- 


PLUMBING. 
Weekly, 1 
ly, 3—total, 


monthly, 2; monthly, g—total, 22. Semi-Monthly. 
Weeklies. New York, N. Y...Plumbers’ Trade 
Chicago, Ill........ Wool and Hide _ — 
Shipper 4,000 on ens. 
Boston, Mass....... Boot and. Shoe Chicago, Ill..... -»-Domestic En- 
Recorder, 4,000 gineering, 
Chicago, Ill........ Hide and Leather, *3,000 Master Steam 
San Francisco, Cal..Live Stock and Fitter, 
es Butchers’ Ses.. *2,650 cnmpensannmny 
ew York, N. Y....Boots and Shoes — . 
’ Weekly, cathe _ SEWING MACHINES 
Shoe and Leather Semi-monthly, 1; monthly, 
niet Ado > 
iladelphia, Pa...Shoe and Leather 
Pacts, 2,250 “ht Monthly. . 
St. Louis, Mo...... Shoe and Leather Chicago, Ill........ Sewing Machine 
Gazette, *2,000 Advance, 
Semi-Monthly. 
Chicago, Ill........ Schuh und Leder, 2,250 a TOBACCO. 
Monthliles. Weekly, 10; semi-monthly, 
Chicago, Ill........ Nat. Harness Re- total, 11 
view, *7,000 Weeklies. 
Rome, FH. V...cc00- Harness Gazette, *5,018 New York, N. Y...Tobacco, 
Chicago, Ill........ Am. Harness and Tobacco Leaf, 
Horse Journal, *4,000 U. S. Tobacco 
New York, N. Y....Leather Manu- Journal, 
I eng *2,500 Cincinnati, O....... Western Tobacco 
arness, 2,250 ournal, 
Troy, Nu Vu veccccee Carriage & Har- i 
ness Dealers’ UNDERTAKING, EMBALMING, 
ournal, 2,250 Py ty ™ a 
Cincinnati, Ohio...Harness World, 2,250 TERIES AND CREMATION. 
Spokesman, 2,250 Monthly, 9. 
ania StS hel Chicago, Ill........ Western Under- 
LUMBER, taker, 
, . Omaha, Neb........ Furniture ournal, 
, —— a semi-monthly, 5; month- ma York NY. "Sunnyeide? ) 
y, 8—total, 16. Chicago, Ill........ Monumental 
News, 


Weeklies. 
Chicago, Ill........ 
rman, 
Chicago, Ill........Timberman, 
Semi-Monthlies. 


Nashville, Tenn....So. Lumberman, 
New Orleans, La...Lumber Trade 


Journal, 
Monthites. 
St. Louis, Mo...... Lumberman, 
Buffalo, N. Y...... Lumber World, 
New York, N. Y...Lumber, 


Tacoma, Wash.. 
rman, 


MILLING. 


Weekly, 3; monthly, 6—total, 9. 


Weeklies. 


N. W. Lumberman, 4,000 
Minneapolis, Minn. Miss. Valley Lum- 


.-Puget Sound Lum- 


; semi-monthly, 2; month- 


45% 


4 
* 


In British North “America there ar¢ 


ae 3 weekly and 11 monthly publicat 
, . : 
5° devoted to above industries, but the 
only ones rated above 2,000 circ 
4,000 |. , 
tion are: 
2,250 Weeklies, 
Toronto, Ont....... Canadian Grocer, 
’ 
2,250 H’dware Merchant, 
2,250 Monthly. 
2,250 Toronto, Ont,...... Canadian Dry 


Goods Review, 


———._ +o 
PICTURES FROM LIFE. 


rogressive 





2,250 


once in a while a 


Eve 
tiser, although he ma 


i be located in a 
town, conceives the idea of getting up 
tractive —* cut for his newspaper 





Minneapolis, Minn.N. W. Miller, 2,25° tisement ere is a suggestion: If | 
Kansas City, Mo...Modern Miller, 225° beings are represented ee it have it 
Monthites. from life, ) wares: pow if the subject 
Buffalo, N. Y......+ Roller Mill, #s,000 children. Depend upon it that your i! 
Chicago, Ill........ Am. Miller, 2,250 tion will possess a potency that it wo 
Milling, 2,250 Otherwise possess. A new soap concer 
Philadelphia, Pa...Millers’ Review, 2,250 2 cut showing two ry ome It is w 
Milwaukee, Wis....U. S. Miller, 2,250 fully effective, and the drawings were 
Jentina prandchiid In a ree the subje 
. grandchildren o r. G. Holland 
PHOTOGRAPHY. P course it is not lemene that the sut 
Weekly, 2; monthly, 8; bi-month- the illustration should be scions of 3 
_ is amily, nor that their nan 
ly, a-—coval,, 22, Clon, but by all means have the cu 
Monthly. from life if possible. It will pay.— 


New York, N. Y...Developer, 


4,00 and Hardware Reporter. 


1a- 
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incinnati 


the metropolis of the Ohio Valley, has 
large manufacturing and commercial in- 
terests that keep its 300,000 population 
employed and prosperous. Their favorite 
newspaper is the 


ommercial 


azette 


whose daily edition circulates in more 
families than any other morning paper 
in Cincinnati, and whose weekly goes 
into 50,000 homes of Ohio and adjoining 
states. Its editors make the best news- 
paper they know how, and spare no ex- 
pense. It is clean, crisp, newsful— 
interests every member of the home 
circle—and Cincinnati dealers endorse it 
with their best advertising patronage. 


Sample copies, advertising rates or other information on request. 


J. E. VanDoren Special Agency 


PUBLISHERS’ DIRECT REPRESENTATIVES, 





31 & 32 Tribune Building, NEW YORK. 
1320 Masonic Temple, CHICAGO. 





tein 
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POSTER CRAZE IN ENGLAND. 

Some idea of the extent to which signs and 
posters are employed in London can be gath- 
ered from the following extract from a maga- 
zine article describing the underground rail- 
way. The writer says: 

The advertiser is in full force. Photograph- 
ers hang over the benches those curious 
frames in which three startled-looking youn 
women, an expressionless baby, a stern, bald- 
headed gentleman, and a soldier in full uni- 
form, are exhibited as specimens of their 
skill; enterprising bakers affix to the walls 
cases containing white and brown loaves, with 
testimonials from physicians of eminence ; 
haberdashers stick up little receptacles in odd 
corners, wherein they stow a shirt and two 
collars, with a legend to the effect that these 
articles of apparel present a unique combina- 
tion of fashion, dkempeems and durability. 
But the great bulk of the advertising is done 
by means of boards and tablets, which are 
ranged about the walls in every available 
space. Puffs theatrical, puffs journalistic, 
and the ubiquitous soaps and pills, are massed 
in a dense phalanx, while that awful example 
of perverted ingenuity. the electric sign, per- 
forms its exasperating gymnastics. 

To such an extent is this system of placards 
carried on that it is often extremely difficult 
to distinguish the names of the stations 
among all this superfluity of printed matter. 
Not long ago an American traveling on the 
“ Circle,’’ seeing ‘* Partington,” the name of 
an eminent advertisement contractor, painted 
in enormous letters, concluded that this was 
the name of the station. When he agrived at 
the next stopping »lace, he again observed 
“ Partington,” emblazoned in the same con- 
spicuous manner. This somewhat surprised 
him, but he consoled himself with the thought 
that there must be two divisions of the “ Par- 
tington”’ station; so he continued his jour- 
ney and shortly afterwards arrived at ** Par- 
tington’’ the third. Unable any longer to 
satisfy himself as to the mysterious recur- 
rence of these letters, he proceeded to make 
inquiries, with the result of discovering that, 
misled by this Will of the Wisp, he had gone 
two stations beyond the place where he had 
intended to alight. 

The pertinacious advertiser does not stop 
at overloading every inch of space in and 
about the stations, but he goes so far as to 
afford the companies additional means of 
revenue by disfiguring the higher portions of 
the carriages with small tablets, which con- 
stantly appear before the eyes of the mar- 
tyred traveler, setting forth exaggerated pane- 
pyres on building societies, patent shoe 

ackings, medicines, soaps, magazines, de- 
partment stores and various enterprises for 
which public patronage is sought. — 7he 
National Advertiser. 


——+ e --— 


INTERESTED, 


“You seem to be very much interested in 
the paper, dear. Are you reading of the 
slaughter of the Armenians?” asked he. 
“No, I’m reading about the slaughter of 
French silks to begin at Tape’s to-morrow,” 
she replied. 


——_ ++ ——— 
WHERE ART COMES IN. 

The art of inducing healthful business is 
not so much to do a thing well as it is to get 
a thing which has been done moderately well 
largely talked about.—American Druggist 
ead Pharmaceutical Record. 
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NEWSPAPERS IN THE BRITISH MUSEUM 

It is generally known that at the British 
Museum is preserved a copy of every news- 
paper published in the United Kingdom, and 
that the collection of early newspapers is 
unique, having never suffered b re or ac 
cident. But probably few people have ever 
thought of, much less realized, the immense 
amount of labor involved in keeping up the 
collection, in binding, classifying and pre- 
serving the papers ready for use in the news- 
paper reference room. 

Any one who has had occasion to consult 
the newspaper files knows how simple it is 
He walks into a comfortable room, and fil! 
up a form with the name and date of the 
journal he wishes to consult. It may be one 
of the earliest papers published, a century or 
half a century old, or it may be one of re 
cent issue, but, in any case, it is placed be 
fore him in a few minutes, and he is free t 
pore over its contents as long as he likes 
When he has done with it, back it goes t 
the catacombs, below, where are miles vpor 
miles of passages in which the newspaper 
are kept. 

An prams of 546 papers a day are re 
ceived at the museum; these are sorte: 
folded and registered, and a watch has to b« 
kept that every paper comes that ought 
come. Should any fail to arrive, the pu 
lisher has to be written to, and, if necessary, 
threatened with pains and penalties ; and s 
carefully is all this done that during a peri 
of many years, there are scarcely half a 
dozen missing papers. 

All the bookbinding is done on the pre: 
ises, and, with so many newspapers t 
bound, there is quite a glut of binding. T} 
aenapepene accumulate so fast that it is in 
possible to keep pace with the work, and one 
sees huge bundles of papers stored away 
odd corners. The system pursued is t! 
— as they arrive are F see in pigeor 

oles until a “ bindable’’ quantity is accun 
lated. Then they are tied up in bund 
and, having been bound, are transferred 
the permanent shelves, of which there 
more miles than one would care to measur« 


—Printing Times and Lithographer. 





USING THE WINDOW TO SELL BOOKS 
An article in the Book and News Dealer 
gives an account of how a bookseller utilizes 
his window to aid in selling books. His ¢ 
is to clip reviews of the book from the news 
papers and paste them on his window f{ 
also to add reviews of his own manufact 
He says he sold over a thousand copies 
the dime edition of “‘ Esther Waters,’ 
ascribes nine-tenths of the sales to the 
lowing notice on his window: : 
This is the book they have been having 
such a tremendous row over in England. ‘ 
of the two great circulating libraries re! 
to have it because they considered it 
decent, and the subscribers threatened to 
in a body if the book was not supplie 
them. he other ordered the book, 
their patrons threatened to strike if it wer 
not withdrawn because they thought it 
moral. On this side it could at first fin: 
ublisher, so lost copyright, and is now iss 
in so cheap an edition that we can offer 
a very good copy for ten cents. No m:< 
whether indecent or not we still recom: 
it as being one of the few great nove! 
recent years. 


= an 
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THE OBJECT OF WINDOW DISPLAYS. '4 YEARS aS THOUSAND 
Time was when the window trimmers in the OLD. CIRCULATION. 
larger cities were crowding each other so edit aebdiaehveie 


losely that all sorts of devices were resorted 
to in the effort to secure novelty, but nowthe SRIDGEPORT'S ONLY MORNING PAPER. 


feeling is different. The blocking of the 
street’ in front of the window by a curious THE MORNING UNION. 
rowd is not —— be my ome of mer- BRIDGEPORT, CONN. 

antile display e real and only reasona- = P 

le object is the convincing of the passer- te” ..RATES ARE LOW.. 8 
y that there is just the thing he or she aia Ls * - 
eeds, and that the price is right. The 
rowding of the highway by an idle cag of 


umanity is oftentimes a way to defeat the t - 
very intent of the show. It makes busy peo-| 
le angry to be retarded in their walk. Be-| = @ . . . 
ies this, no one can learn much from a 4 


series of “ living pictures,’’ or a water-wheel 
n motion. That kind of entertainment dis- | a 
tracts the mind from the thought of pur-| \W TABU LES 
hasing. For this reason the most skillful of 
the city window trimmers have ceased to use| | 
anything but actual goods in this work, | 
ilthough they resort to an occasional mecha an- 
al arrangement for the better display of “ ‘ 
them. That is legitimate, however. The Mr. Wo. J ( 
idea is to claim attention first and then fix it Elizabeth, N. J., says: ‘I 
pon the goods and prices that are to be found j peg, tte. safes 
inside.—A merican ee consulted a physician in the 


ARLTON, of 


country this summer where I 
Displayed Advertisements : ; 
was spending my vacation, 
cents a line; Sees @ page; 25 per cent about a chronic dyspepsia 
extra for specified position—i/ granted. 4 


Must be handed in one week in advance. with which I have been a 





good deal troubled. It takes 


"WISCONSIN ACRICULTURIST, ak peas di 
ACINE. WIS. the form of indigestion, the 


STAMPS FOR t COLLEC TIC NS —Send 





food I take not becoming 
sts. EK. AKER ulehem, Pa. assimilated. After prescrib- 
THE WA VE, ‘Sap francis Pesthe ‘Cees ‘ ing for me for some time, the 


ciety, litera politic af weekly. physician told me I would 


186-187 World mde. New wee skIy. 
York, U. 7. sae Same 13,000 guaranteed have to be treated for several 


25 cents buys months with a mild laxative 
and corrective—something 
a sample C | b iti that would gradually bring 
copy of e€ e ri 1es back my normal condition 
CONTAINING 10 ACTUAL PHOTOGRAPHS,| = W'thout the violent action 
cabinet size, regularly mounted and with biogra- of drastic remedies. I 


jhies. Address CELEBRITIES, 25 West 24th St., 
ew York recently sent to the Doctor 


(Dr. Thomas Cope, of 
WANTED... Nazareth, Pa.) a box of 
Ripans Tabules, and wrote 


An Experienced | Sis viet! wnderaood the 








ingredients to be—rhubarb, 


ipecac, peppermint, aloes, 


Advertising Man nux vomica and soda. He 


writes back: ‘I think the 
formula a very good one, 
For a large department store 


and will no doubt j sui 
ina Western city. — oo 


» 
you. 

previous experience, references and 

expected. Permanent and good open- Ripans Tabules are sold by druggists, or by 


a wide. an. ications con- | Mall _if the price (50 cents a box) is sent to 
a wide-awake man. Applications con The Ripans Chemical Company, No. 10 Spruce 


al. Address No. 14, Printers’ Inx. | 8t., New York. Sample vial, 10 cents. 
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Baseaaer SARRABEBAALABED 9 


‘ The Clouds 
Drop Fatness 


The 

Dull 
Times 
Are Over. 


> 
4 
: 

The > 

> . , 
National Tribune > 
Pays. > 

> 

That is why the best advertisers have 4 
used it for years. > 

Over 100,000 every issue. 4 

: 

> 

> 

> 

> 

> 

> 

> 

> 

> 

> 

a 


No live business man will fail to adver- 
tise this fall. 


Address THE NATIONAL TRIBUNE, 
Washington, D. C. 


Or BYRON ANDREWS, 
Manager Branch Office, 
World Bldg., New York City. 


wvuevvvvvrVVvVT EVV eee 
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Northwest 


is the granary of America. The j 
W farmers have sold their grain and QJ 
| have money in bank. There is © 

prosperity in the land. al 


=, 





‘The Northwest Magazine, 


published at St. Paul, circulates 
throughout the entire Northwest 
) and goes into 


30,000 HOMES MONTHLY. 


It is a standard publication and 5 
pays advertisers. For rates and 
sample copies write to 


NI I — IT) )—) 


W. H. ENGLAND, Special Agent, 
842 & 844 Broadway, New vn 
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be 
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Doubt 
There 
Can 
Be 

No 
Doubt 
About 


The 
Peterson 
Magazine 


It 
Pays 


‘| Advertisers 


Penfield Pub. Co. 
109-111 Fifth Ave., 
New York. 


U| FRANK EB. MORRISON, 
l| Special Agent, 


500 Temple Court, 
New York. 
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A SMALL MAN, A BIG BOY 


AND 
= at 


Tor esseceseseseseeeees 


; A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
; Chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York. 











I am responsible for the 
mechanical part of PRINTERs’ 
Inx. I am proud of it. 

Is your printing as well 
done? If not, why not? 


WM. JOHNSTON, 
Manager Printers’ Ink Press, 
ro Spruce St., N. Y. 





STILL COMING... 


Other clients are still sending unsolicited testimonials as to the 
relative value of the advertising columns of 


The Harrisburg Telegram 


READ THIS— 
Lewistown, Pa., 9-30-95. 
To THe HarrissurG TELEGRAM, 
Harrisburg Pa. 

GeNnTLEMEN—Our advertisement in your paper has brought us many 
replies and we feel it our duty to congratulate you on the HARRISBURG 
TELEGRAM as an advertising medium. We have received replies to our 
advertisement in the HARRISBURG TELEGRAM from every State in the Union. 

Yours for success, 
E E. Crassry, Mgr. 


Write for rates. 


C. E. ELLIS, 
Manager Eastern Office, 
517-518 Temple Court, 


1900920000 


90000 


fh 904 
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: THIS WINS SUBSCRIBERS: : 
has bee ’ 
BO ay tS Woodward's 


livery to farmers. It has contended 
with all the ability and energy 

that characterize the editorial -_ | 

business departments of that pa 

which is always foremost in its | on 

cacy of what it believes to be just ond ees . 

beneficent to farmers.— Chicago Times. 

The Farmer's Cat is always bri, _ 

The receipt of a specimen copy wil 

followed in every case by the sending The well-known household 

of a subscription.—New York . é ge 

lam always pied to do anything pom magazine, has a circulation 

to aid you, because in so doing I aid 
the whole country.—Honx. Wm. Law- re 
RENCE, Ex-Comptroller of the Currency, 


President Obio Wool Growers’ Associa- 

tion, President National bp pt ae 

Association. An original and ve 

teresting weekly, which ought to ‘0 a 


one hundred thousand subscribers.* * * 
oe ——™ J right ues of oneal 
r for tary of Agriculture when 4% ; Scie 
. vacancy oocurs “Farm Journ "His That should bea sufficient 
opinions have more weight than those i adv j ” > 
of "any other agricultural. writer me hint to advertisers. For rates 

. He is e ablest ar Ss -opies ri 

ol writer of the country.— and sample Copies, write to 
Drovers’ Journal. It is our experience 
—_ a wert o- 7 well edited, Sy a 4 
printed, and circulates in a good farm- W 
ing country, cannot fail to pay. Your 7 H. ENGLAND, 
paper fills the bill. MOLINE, Pu ow Co 0. 

our readers are buyers, and that’s 
what we advertisers are after.—JOHN 842-844 Broadway, 


A. SALZER SEED Co. 


AND THEY WIN ADVERTISERS. : NEW YORK. 
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CHARLES AUSTIN BATES 


in an article on “Advertising in General,” published 
in a recent issue of “ Printers’ Ink,” commenting 
upon an advertisement of the 


the 


NEWS and TIMES, 


writes: “It isa plain, dignified statement that tells 
about everything an advertiser would want to know, 
except the rate.” 


; 
4 
¢ 
é 
é 
« 
: DAYTON, OHIO, 
é 
. 


H. D. La Coste, P. S.— Advertisers who have Special 
38 Park Row, used the News and Times tell Newspaper 
New York. us they bring results, Representative. 
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, : WE TELL THE RATE. 
ee 
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‘*An honest tale speeds best when 
plainly told.’’ 


THE——~ 


Kansas City 
WORLD, 


Circulation, 29,000 DAILY, 
32,000 SUNDAY, 


Offers in proportion to circulation the | 


best advertising for the least money. 
Write us for estimates. 


If you put it in The World it wins. 


THE WORLD, 
Kansas City, Mo. 


A. FRANK RICHARDSON, 
Special Representative. 


L. V. ASHBAUGH, 
Manager. 
Tribune Building, 
New York. 


Chamber Commerce, 
CHICcaGo, 


ee ‘No 
Guessing 


The gua/ity of its circulation is that 


of active adult Christian workers in 


the different denominations. 


The Sunday School Gmes 


The guantity of its circulation is 
154,000 copies weekly to paid-in- 
advance subscribers. 
Do you know about its guarantee ? 
Write to us for a copy of the paper 
iining it, and for full particulars 


about advertising. 
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The North and West 
IN THE 
Geography of the United States 
18 WHERE 


Iron is scooped up with steam 
shovels; copper is chopped from 
the solid mass or raised by tons in 
the ore; gold is mined so plentifully 
that Uncle Sam's reserve need not 
suffer if banks and people would not 
hoard it; silver is so abundant that 
the question is what to do with it ; 
wheat is raised by the tens of mill- 
ions of bushels and corn by the hun- 
dreds of millions; cattle are grown 
by the train loads and huge forests 
dissolve into lumber piles, and these 
almost at once take dege in houses, 
baras and factories. 


The North and West 


IN LITERATURE 


is a Presbyterian, family religious 
newspaper published at Minneapolis, 
Minn., in keeping with the region 
whose name it takes, and going to 
multitudes of its thriving families. 
The wise advertiser, please note. 
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No Rivals 


Published from 19 to 74 years with- 
out competition, they are, with one 
exception, the only papers here for 
their denominations, and they have 
exclusive control. 

If you want to reach the denomina- 
homes here, need these 


tional you 


papers. The field is rich with families 


able to buy what they want. 


PHILADELPHIA 


Pat 
Them 
on 
Your 
List 


Lutheran Observer 
Presbyterian Journal 
Ref’d Church [essenger 
Episcopal Recorder 
Lutheran 

Christian Instructor 
Christian Recorder 


we 


The Religious Press Association, Philadelphia. 
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3,100 Libraries 


in as many schools in the State of California. 
Every one subscribes for the only 
magazine on the 


PACIFIC COAST.. 


Fifty pages of high-class advertising in the 
October number of 


verland Monthly. 


FRANK E. MORRISON, 


EASTERN AGENT, 
TEMPLE COURT, NEW YORK CITY. 




































(Formerly Terre Haute.) 


PEORIA, ILL. 
The only ILLUSTRATED MAGAZINE 
of the RAILROAD BROTHERHOODS. 


Reciprocity of Patronage... 


is only true with the Locomotive Firemen’s Magazine—whe 

the readers are the owners. The patronage of the advertiser: 
insures the return patronage of the readers—who are the joint 
owners. The intrinsic reading value is correspondingly enhanced 
A trial ad proves all this. Now is the best time to make it. 













--0@OOOeee-- 
For Rates __"-_ ° 


W.N. GATES, Manager Advertising, 
29 EUCLID AVENUE, CLEVELAND, 0. | 








N. B.—Send for Booklet Free on “ BrotTHernoops.” 
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C. P. Huntington 


once said about railroads what 
many large advertisers feel about newspapers— 


“| Like 
A Proposition 
That Pays.” 

| SERS 


And that is exactly what we offer in selling advertising 
space. We can meet the proposition. It is a well-known 
fact that the 


Portland 
Oregonian 


Always Pays 
POPORIILOLIILGS 


That’s one reason why it has so many friends and is 
so promptly and universally admitted to be the great 
representative paper of the Northwest Pacific Coast. 

Shall we submit estimates on your next advertising 
scheme to cover this rich territory2 


OREGONIAN PUBLISHING COMPANY, 
H. W. SCOTT, Editor. H. L. PITTOCK, Treas. and Manager. 


'. Adams, Box 60, Redwood City, California, 


a 
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“A ROLLING STONE 
GATHERS NO MOSS. 


apy 


HOSE that come and stay are 
the ones that reap success, The 
“ PHILADELPHIA ITEM” 


came fifty years ago, entered into news- 
paperdom with the full determination to 
win success—came, stayed and won—and 
now has the proud distinction of having a 
circulation of ~190,000 copies every day, 














which go into the HOMES of the people. 
Every copy is read, and read again. The 
LEADING advertising medium in the 
Keystone State. 


--» THE... 


PHILADELPHIA ITEM. 














Written by Theo. E. Payne, Phila., Penna. 
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R U Superstitious ? 


DO YOU 
BELIEVE IN 
SIGNS ? 


If you do you are a judicious ad. 





vertiser and a good business man. 


Judicious advertising 


Always Pays 


and especially when you advertise 
in a paper that is read by every- 


body in its territory— 


+ 


the. Chicago 
Dispatch 


By JOSEPH R. DUNLOP, 


reaches the eye of everybody in and 


about Chicago. 
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ALL YOU NEED IS 
THE COURAGE 
















4 
' 
$ 
3 
‘ 
4 
s 
q 
# 
i 
¢ 
& 
w 


TO BEGIN 
ADVERTISING IN THE 
- al CHICAGO NEWSPAPER UNION LISTs. 


After that, it will need more courage 
than you can get up to stop. 

For stopping will mean a discontinu- 
ance of your profits from the advertising. 

Profits from advertising are cumulative. 
To stop advertising is to stop profits. 








| 


No other way exists of reaching the 
people covered by these lists. It is econom- | 
ical in price, saves you the time and detail | 
; required in addressing 1,450 papers sep- | 
arately, each with a varying rate. | 

A catalogue for the asking. It gives all | 
information. Send for it. 





; DOD [ 


Chicago Newspaper Union, 


93 S. Jefferson Street, 10 Spruce Street 
CHILAGO. NEW YORK. 
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DEPARTMENT OF CRITICISM. 


By Charles 


Advertisers everywhere are 


and to offer suggestions for the betterment of this department 
advertising will be criticised freely, frankly and fairly. 
Tell me your advertising troubles 


booklets, novelties, catalogs. 
nan 
GENERAL - ADVI ERTISING., 


A. A. ke GHT, ) 
Chemist and Speciz alist, 
Allerton, Bradford, Y orks. | 
Proprietor of Knight's Remedies for 
rabbits, cats, cavies, dogs poultry, cana 
ries and cage birds. 
Oct. 5, 1895 
1. Bates, Esg.: 
Dear Sir—As an ardent follower of the 
ittle Schoolmaster I beg to submit for your 
riticism my booklet. In my particular line 
have found from experience that testi- 
ionials pay, and also a free use of the blocks 
t the head of this memo., particularly in the 
ase of amateurs, as I often have letters 
from the latter stating that they have a bird 
resembling the picture on my circular 
PRINTERS’ Ink has, of course, been of in 
alculable assistance to me and toit in a great 
1easure do I owe the share of success which 
us fallen to me in advertising. I inclose 
su a few cuttings of ads I have used and 
will thank you for your opinion and advice 
where you think my style could be improved. 
Faithfully yours, Ancus A. KNIGHT 


I think the advertisements sent show 
that Mr. Knight has been a reader of 
PRINTERS’ INK. The advertisements 

uve many marks of what the English 

ill the ‘‘ American style’’ of adver- 
tising. Here is one ad that sounds 

ist a little bit as if P. I. Jonson might 

ive written it: 


IF vou 

Are wise, and con- 
sider the health of your Birds, 
you will keep by you a Bottle 
of KNIGHT’S PECTORINE 
From the many hundreds of 
congratulatory letters I receive 
it seems to be a “cure-all”’ in 
the bird-room. If your Birds 
are at all mopy, suffering from 
Cold, Asthma, or Wheezing, 
try it. Mind you, I don’t say 
it is just as good as any other 
remedy, but a great deal better. 
Rather strong language, isn’t 
it? You will corroborate my 
statement after you have used 
it. 7d., 1s., and 3s. Bottle. 


\ll the other ads are of like charac- 
They tell a plain story forcibly 


| convincingly. 


Austin “Bates 


invited to send matter for criticism ; 


to propound problems 
Anything pertaining to 
Send your newspaper ads, circulars, 
perhaps I can lighten them. 


er 


Every once in a while somebody 
criticises the use of testimonials, and 
proves theoretically that testimonials 
bad things. But they keep on 
doing good just the same. I have 
never been able to discover a case 
wherein a good, strong, bona fide tes- 
timonial was not an excellent thing to 
use in advertising. 


are 


* & 
* 


San Francisco, Aug. 27, 1895 
Printers’ Ink, 10 Spruce St., New York 

Dear Sir—!I have been a reader of your 
paper, Printers’ Ink, for the past three or 
four copies only. I am somewhat interested 
in advertising, and will now appeal to you 
for advice as to how to continue in the future, 
and also criticism on some of my past work. 

I inclose you a little pamphlet of some lots 
that we are selling, on and adjacent to Mis 
sion street, and also clippings of my 
style of advertising in the daily papers of the 
same sub-division 

I also inclose you a photograph taken of 
our front window. Itis a plate glass window 
and nothing appears upon it but the name of 
** O'Farrell & Co., Real Estate.” The other 
shadows that you see are reflections from the 
other side of the street. The object in send 
ing you this is to show you the manner in 
which I have shown up our pamphlet by put- 
ting up a little Japanese Wicker Frame; said 
frame is not visible from the street, as you 
see, and hardly visible from the inside; and 
a little to the left you see the circular hang 
ing. The rosette of circulars is on the inside 
of the window. I found it most satisfactory 
as the tircular is small, and they always put 
it in their pockets and not on the sidewalk 
as they do with the larger ones 

Were it a piece of property that was only 
going to be offered for sale for about ten days 
or two weeks, I should recommend a large 
circular, but for property that will be on sale 
for the length of time that this will, a small 
one is prefe rable, as they keep them—a large 
one being too cumbersome 

Just fifteen minutes ago I had a case that 
proves to me that I am right. A lady came 
into my office with one of these circulars of 
our previous block that she has had in her 
possession for eight weeks. 

Inclosed find two dollars, for which you 
will kindly mail me Printers’ Ink to my 
residence, ‘“* The Colonial,’’ corner Pine and 
Jones street, San Francisco, Cal 
urs respectfully, 

Real Estate Agents 

Per John G. Barker 


some 


O’Farret & Co., 


The lot of advertisements sent are 
particularly good for this kind of an 
They bubble with 
They are full of exclama 


enterprise over 


enthusiasm. 
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tion points. They give definite in- 
formation, and give it in a very forci- 
ble, convincing way. Two advertise- 
ments will serve to show the style of 
all of them, and the letter itself tells 
something about the circulars and 
window display that help to sell lots. 
I would reproduce the photograph sent, 
but the reflection in the glass makes it 
impossible. 


WELL!! 
WELL!! 
WELL!! 


Our first block being practically all sold, 
we have decided to put on sale the remain- 
ing block (which is our last block) on very 
easy terms, at prices ranging from $350 to 
$525. Lots are 25x10o and ready to build 
upon. Take the Mission street electric cars, 
ride to the end of the road; you will then 
see the block. Our representative, George 
A. Turner, is on the block every day. 

O’FARRELL & CO., 


11 MontGomery STREET. 


Who 
Is 
It 


That would rather rent a house than own it ? 


A HOME FOR $1,050. 
ESF EGR 
TOTAL COST 


Building Lots for $375 to $525 


28 minutes’ ride from the City Hall, 
the Mission street electric cars. 


PAYMENTS VERY EASY. 


Take a car ride Sunday next and look at 
these 
CHEAP LOTS, 25XI00, 


$375 to $525. 


Don’t you 
get le Take the Mission street electric 
cars, ride to the end of the line (China ave- 
nue or Francis St.) You will find our repre- 
sentative, G. A. Turner, on the property. 


Oo’ FARRELL «& co. 


* & 
* 





Read This. 





on 


Sher are selling very fast! 
t! 


Don’t send me marked copies of 
papers unless you send them in envel- 


opes under letter postage. If you send 
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me a letter referring to a marked paper, 
the chances are about a hundred to one 
that the letter and the paper will never 
get together, but will be thrown into 
the waste basket at two separate and 
distinct times. 
* * 
* 
Union Mutvat Lire Insurance Co. } 
PoRTLAND, Me., Sept. 17, 1895. 
Mr. Charles Austin Bates, Department 

Criticism, Printers’ Ink, 10 Spruce street 

New York: 

Dear Sir—Noting that you have taken uy 
the subject of “‘ Insurance Advertising” 
your Department of Printers’ Ink, I in 
close a few samples of ads used by the Unior 
Mutual Life Insurance Company in the ioca 
papers of Maine—its home State. We 
deavor to make them _ plain, concise 
easily comprehensible to the average new 
paper reader. 

That they are effective seems certain by 
the comment which they occasion. Are w 
started in the right direction ? Your crit 
cism will be appreciated. 

Thanking you in advance for your court 
esy, I am, yours very truly, 

S. B. Puiiurps 

I am really sorry that I can’t prai 
these advertisements, but they ar 
several kinds of bad. ‘lhe first on 
starts out with the head-line: ‘‘A Bent 
Button-hook,’”’ and goes on to say 
‘will no more perform its duty tha 
crooked, half-secure life insurance 
The simile is carried out for the great« 
glorification of the Union Mutual ¢ 
The ad is scattered around in tl 
space in little black patches. It 
hard to read. There is no one thir 
about it that is prominent. The hea 
line isn’t much bigger than four or fi 
other lines in the same ad. I don't 
worry very much about display, but 
good ad must necessarily be an 
that is easy to read. This effort 
display spoils all of the 
They would be very much better 
they contained good big head-lin 
and the rest of the matter was set 
ten or twelve point Old Style. 1 
ads that I have all start out with so 
statement that has nothing on earth 
do with life insurance. One of the 
begins: ‘‘ lhe tallest chimney does: 
always emit the most smoke. 1 
largest institution isn’t necessarily t 
best.’” This is doubtful logic 
worse advertising. 

An insurance ad 
surance from start to finish. It ou 
to be exceedingly plain and easy 
read. If I were writing insurai 
ads I would take insurance as my tt 
and stick to it from the first letter 
the last period. 


ads sel 


ought to talk 
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RETAIL ADVERTISING. 
Di 


Charles Austin Bates, 
iticism,** Printers’ Ink 
: Sir—Will you kindly give me your 
n of the inclosed ads through your 
rtment of criticism in Printers’ Ink 
are my first ventures into the field of 
riting, gotten up for our clothing busi 
vere, and am anxious to know whether 
are of any merit or ave 
ulways will be, a read f Pr 
from whcse columns I d >a great deal 
i 


anking you in ac 


Bois, Pa., Oct 17, 1895. 


Department of 


been, 


NTERS 


ivance for your trouble, 
, yours respectfully, CLarENcE Logs. 
S.—The printing offices here have not a 
supply of type, which will account for 
i after proof 
Tuesdays, 
f each week 

c. a 


al typographical errors made 
read These ads appear 
esdays and Saturdays 
[hese advertisements are like the 
rity of those that are published in 
They are of rather 
neral character. They don’t tell 
ing in particular They say just 
t the same thing that every other 
rtisement says, and in just about 
same way. The effort is made to 
e them different, but in thinking 

how the ad is going to sound, 
writer has forgotten that he had 
s to sell. He has thought more 
t his writing than he did about 
ods, which is manifestly wrong. 


new spapers. 


ids are nice and smooth, but they 
v the effort to attract attention and 
ease. An ad ought, above all 
nys, to be natural. It ought to 
1 as if somebody were talking. 
e should be no apparent effort to 
loguial. It is better to be stiff 
to be colloquial awkwardly If 
in’t be easy in your manners in 
idvertising, don’t try. If it isn’t 
il for you, don’t try it. There 
unything more despicable on this 
than a hypocrite, and hypocriti- 
ulvertising is the worst possible 
f advertising. If you don't feel 
umored and cordial—if you 

t feel like greeting your prospect- 
stomers in an off-hand, 
1y, don’t try to do it, because 

lo you will fail. The trick can 
rned, of course. A man fre- 
tly has to write ads when he 
sn't feel just exactly like it, and he 
umn to do it so that the result 

e€ just about the same, but he 
ve to work a great deal harder 
mplish it at some times than at 


collo- 


juicker advertisers learn that 
vertising doesn’t consist mere- 
atly turned phrases, and an off- 
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hand style of writing, the sooner ad- 
vertising will begin to improve. In 
an advertisement of the Philadelphia 
/iem, on page 57 of PRINTERS’ INK 
for Oct. 16th, the first sentence is 
‘It’s not what you say, but the way 
you say it.” I think that is the most 
utterly absurd that it is 
possible to make in regard to advertis- 
ing. It is on the face of 
it. Any one who is at all inclined to 
be speculative would be entirely justi- 


proposition 


} 1 
ridicuious 


fied in wagering his last dollar on the 
proposition that ‘‘ what 
more important than how you say it. 
According to this Philadelphia Item 
ad, the statement that the //em has a 
hundred and ninety thousand circu- 
lation every day is of less importance 


you say 1S 


” 


than the wording which is used to con- 
information. Following out 
this line of logical reasoning one would 
say that if there was a weekly paper 
in Philadelphia with a thousand circu- 
‘gift of gab’”’ 


vey that 


lation, which had the 
sufficiently well developed, it might 
tell its thousand circula- 
tion in such an enticing way to 
make it appear that that paper was 
valuable to advertisers than the 
/tem with its hundred and ninety thou- 
sand circulation. I do not to 
say that the expression of an idea is 
not of great importance. Undoubt- 
edly the story of the Philadelphia 
/tem's hundred and ninety thousand 
circulation could be told in a convinc- 
a way that would not 
be convincing. There is no question 
about that, but an ad has to have 
something to start on if it is to be con- 
vincing. It have 
ment wMich it wishes to convince peo- 
ple is true. The first. It 
doesn’t do any good to advertise some- 
thing you haven't What you say 
s the first thing to think of—how to 
say it comes afterward. 

Advertising isn’t cuteness. It is 
plain, hard, business sense. A 
little humor, or a little pleasantry isn’t 
a bad thing sometimes, but the main 
thing is to get the facts forcibly before 
the people most likely to be interested. 

Referring again to Mr. Loeb’s letter, 
I want to say that I never saw an outfit 
of type so bad as to make good dis- 
play Certainly the 
which Mr. Loeb sends me poorly 
displayed, but it is the fault of the 
printer and not the fault of the type. 
A man who really knows how to dis- 
play an ad can display it evenif he has 


the story of 


as 
more 


mean 


ing way, and in 


has to some state- 
facts come 


got 


cold 


impossible. ads 


are 
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only one font of type to do it with. 
You can take some brass rule or border 
and a font of long primer old style 
and make a very attractive ad with it. 


*, * 
RUSSELL- mal Druc Co. } 
N. W. Corner Square , 


Bonnam, Texas, Oct. 13, 1895. ) 
Mr. Charles Austin Bates, care of * Print 
ers’ Ink,’ New York: 

Dear Sir—Inclosed we hand you for criti- 
cism through Printers’ Ink “ Dentalvina 
booklets ’’ and our “* sarsaparilla folders.”’ 

The Dentalvina booklets we are making a 
house to house distribution of with a sample 
of “‘Dentalvina.”’ Preceding this distribution 
we have been thoroughly advertising Den 
talvina through the columns of our local 
papers. We — to make and advertise it 
in April; since then we have sold a little over 
six gross, at retail, over our own counter. Our 
population is about 4,500. 

We send you by express, prepaid, a bottle 
of Dentalvina, so that you may judge of its 
worth and style of packing. We began to 

make our sarsaparilla in May; since then have 
sold over five gross. Have ‘advertised it in 
local papers also. These folders we are hand- 
ing out to the country people and wrapping 
in all packages sent out. Our Mr. Pierce 
writes and designs all our advertising mat- 
ter, but claims nothing as original, only 
adaptation. Yours, etc., 

Russe_i_-Pierce Druc Co. 

P.S. I read and enjoy Printers’ Ink to 
my fullest capacity—especially the Depart 
ment of Criticism, and from this I get my 
best ideas. H. Pierce 

I suppose that this sarsaparilla would 
be classed as a substitute. I suppose, 
of course, that the advertising that 
has been done for Hood’s and Ayer’s 
will make it easier to sell another sar- 
saparilla. There is little question 
about that. However, I cannot see 
that there is any valid reason why any- 
body and everybody who wants to 
should not put up and sell a sarsa- 
parilla at any price he chooses to ask 
for it. It may be that if somebody 
goes in the Russell Pierce drug store 
and asks for Hood's Sarsaparilla that 
they may be asked to take Pierce’s in- 
stead. I should think it would be very 
natural if they were. This, of course, 
is radically wrong from Hood’s stand- 
point, but it is just as radically right 
from Pierce’s standpoint. Nobody 
quarrels if a customer asks for Hood’s 
and is given Ayer's instead. That 
isn’t substitution. It is competition. 
Ayer’s and Hood’s are of about an 
equal bigness, but let some little fellow 
force his preparation of sarsaparilla to 
the detriment of one of the big ones, 
and then listen to the disturbance. 

Here’s a man who makes sarsapa- 
rilla, about which he says: ‘‘We 
charge only fifty cents a bottle for 








Pierce’s Sarsaparilla. The bottle is 
exactly the same size as those of other 
branas which sel} for a dollar a bott 
We guarantee the quality to be just 
good as any of the dollar sarsaparil! 
We don't know anything about t 
others, but we know that nothing 
the purest drugs is used in mak 
Pierce's. We present it purely on 
merits. It seems that it is likely 
become a successful medicine.’’ 

Now then, Mr. Pierce makes his 
sarsaparilla and sells it in his own « 
store. He knows just what it is n 
of, and is ready to guarantee the 
ity. Is it wrong for him to push 
sale of his own preparation in pré 
ence to pushing the sale of some 
else’s preparation on which he m 
less profit? If it is wrong, why 
will be glad to be enlightened on 
particular point in the ethics of a 
tising and business. 

The methods employed in pushing 
the sale of the Russell-Pierce pre] 
tion seem to be good. The advert 
ing matter is good, except that 
book about ‘‘ Dentalvina’”’ is too g 
Or perhaps I should say, rather, t 
is padded too much. There isn 
much matter in it, but it is sprea 
over too many pages. 

* % 
* 


Another thing I don’t believe 
in fooling people. The Reuben \' 
Sons Co., of Syracuse, N. Y., | 
sporting goods, safety razors 
They have just been working as 
which they say is successful. 1 
take cancelled postage stamps, 
them on plain envelopes and pr 
words ‘‘ address lacking” on ea 
They put a circular inside, an 
the envelopes distributed befor 
ness hours in offices and stor 
idea being that the man who ; 
envelope will think that some | 
his own has been sent out wit! 
ing directed, and will theref 
this envelope to find out what 

I suppose that the circular \ 
attention in this way, but will it 
be favorable attention? A t 
that sort always makes me fe« 
little bit vexed. I believe in ¢ 
the principle that an advertisen 
is offensive should not be pt 
If it antagonizes a few people 
not to be used. I don’t thir 
attach too much importanc« 
point. It may seem like a litt 
but | don’t think itis. It is j 
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easy to do something that will not 
offensive. 1 am not at all sure that 
velieve in sending out circulars under 
cent postage. I am inclined to 
ike. my chances with a one-cent stamp, 
ind let the man addressed know on the 
tart that he is getting a circular. I 
n't go before him under false pre- 
ces. ‘|his brings me back to the 
g that | have said so often that | 
oaien tired of hearing it. That is, 
funny things, cute “things, any- 

ng that shows an effort at smartness, 
not good, and though they may in- 
ence a few people the final effect 
be bad. I believe that most peo- 
like to do business in a business- 
way, and like to be talked to ina 
siness-like way in advertisements. I 
eve that a man who issues an ad- 
rtisement of a desirable thing is do- 
a favor to the man to whom he 
ents it. A man who is trying to 

a really good thing—something 

t will be useful to buyers—need not 
the position of a supplicant, he 
not ask attention as a favor—he 
demand it as a right, and he will 


lvertising is simply conveying in- 
iation. It is telling people where 
t some desirable thing and how to 
t. If it isn’t a desirable article it 
t not to be advertised. 

* * 


READY-MADE ADS. 


) not write these ready-made ads. They are 
n wherever they are found, and credit is 
en to the author when he is known. Contri 
ns of bright ads are solicited. The name 
vddress of the ay will be printed, if he 
ishes it to be.—C. A. B.) 


for a Hardware Store—(By Bever idge) 
Freezing 
All Kinds Fruits 


And other delicacies use the - 
_ ICE CREAM FREEZER. Has NO 
EQUAL. Will freeze cream and 
other liquids in — minutes 

Book of choice receipts free 
for the asking. 


For Silks. 
Like a Swarm of Bees 


CAME THE LADIES 

THIS AFTERNOON. 
silk counter was a scene of activity. 
iny day did not keep them away. 
ither seemed to enjoy it. No wonder; 

y we sold those silks. They jostled 
ach other good naturedly, as they patiently 
their turn to be waited on. Watc 
and don’t miss the next sale. | 
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For a Grocery—(By J 
If You’re in 
a Hurry 


For Groceries, 


H. Magrude: 


there’s always a wagon 
at our door, ready to bring them to 
you. Plenty of clerks here—enough t 
fill your order without eens th 
ers Everything that’s choicest in 
GROCERIES, TABI E LUXURIES, 
WINES, etc Lots of dainties not 
found in ordinary Prices no 
higher than you'll for inferior 
grades. 


stores 


pay 





For a Shoe Store— By F. 
did 

we ever tell you anything about our 
shoes that wasn’t strictly true—did we ever 
fail to rectify any mistakes that you brought 
to our attention—did we ever hold a fake re- 
ducti n sale of any kind—did you ever buy 
a cheap, shoddy shoe at— 


Wilson) 


For Sporting Goods—(By T. Tappan). 


Will he 
kick goal? 


Everybody holds their breath—so 
many interesting episodes to a foot 
ball game. It manly, honest 
= and it’s good for the health. 
t you play you'll find 


the 
and best stock of footballs and “ 
gery”’ at 


biggest 
tog 


For a Tailor—By M. Mertz) 


OUR $10 SUIT, 


Which we make t 
already number 
you never saw 


order for men, 
by the hundreds 
a better suit for the money, 
or one fiat is bound to give better satisfac- 
tion-— th who appreciate values in tailor 
ing are fast making friends with us—we are 
particularly delighted that such a numbe r of 
economical men are coming “ us-ward’ - 
tailoring values are bby with us. 


s its friends 


se 


ah 

For a Clothing Store— By F. Perry). 
9 24 

For Man’s Profit. 

Have sharp eyes there are mz any good 

a oming to light in our 

Men’s Furnishings Department all the 

rt st ld to 

are some 


Men want sh 


Here 


time 
the point. 


ries—t« 


For a Tooth Wash 


An Ideal 
Tooth Wash 


* —our own preparation “ Pyramid 
Paste.’ Keeps the teeth bright, 
clean, beautiful. Free from any 
substances that can possibly in- 
jure the teeth. Delightfully per- 
fumed. Makes the breath pure 
and sweet. 
Only —— a Bottle. 
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You can reach 
1,750,000 Homes 
by using 
xl H E.. 








VICKERY & HILL 
LIST... 


Commencing from November 








6 
icy 


issuesthis list will have a guar- 


anteed and proved circulation of 
1,€50,000 COPIES PER MONTH 





and it is the best list 


especially for 


»-SEEDSMEN... 


published throughout the 
United States. 


Write for Circular. 


The Vickery & Hill Co., 


Augusta, Me, 
C. E. ELLIS, Manager. 


Special Advertising Office, 
517-518 Temple Court, N. Y. 
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PRINTERS’ INK. 


32 per cent 
More Advertising 


printed in THE EVENING Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


* 


“‘The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EvENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.” —Printers’ Ink. 


Publication Office: 
206-210 Broadway, = = New York. 
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That’s our trade mark and that’s what wedo. Shall 
we Advertise Judiciously for you? You furnish a meri 
torious article and we devote all our skill and ex 
perience to creating a demand for it. Together we are 
sure to win. Write us. 

Our book, “America’s Magazines and Their Relation to the Ad- 
vertiser,’’ mailed free. 


LORD & THOMAS, 


Newspaper and [lagazine 
Advertising, 
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45-49 Randolph Street, 
CHICAGO. 


0909000900868 90080008 
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DAILY AVERAGE FOR THE YEAR 21,967 COPIE 
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More Circulation 
And Less Than Half 
Their Rate. 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three 
other Washington dailies combined, and yet 


its rate is less than half of that of the three 


papers added together. 


THE STAR 


covers the city of Washington completely. It 
goes to 82% per cent of all the occupied 
houses. It charges but 7% cents per line for 


10,000 lines to be used within one year. 


L. R. Hamersly, 
New York Representative, 


49 Potter Building. 
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The shortest distance between two points is a straight line. 


The shortest, best and most profitable way of calling an 


advertiser’s attention to an advertising medium is a well-written 


advertisement inserted in PRINTERS’ INK. 
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It's the Talk 


of the Town. —.——-~_ 


The great success we have made 


with the Advertising on the 


BROOKLYN “L,” 


and you don’t have to go to 





Brooklyn to see how we do it. 
Our immense new offices give us 
plenty of room to display racks, 
signs and posters, Call in and 


look around. 
qeo°~2 
Carleton & Kissam, 


Main Floor. Postal Telegraph Building, 


253 BROADWAY, N. Y. 


BROOKLYN OFFICE, 33 SANDS STREET. 
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Every ADVERTISER 


KNOWS 


~ STREET CAR 
ADVERTISING 


Is one of the best mediums.... 


* 
Why? 


It knows no morning or evening edition, but 


| 


‘like ‘‘ the brook,” ‘‘ it goes on forever.” 


AS) 8S) 8S) 


That the brightest and most successful ad- 


vertisers in the world are *‘ right in it.” 


That its returns are quicker and greater than 


other mediums. 


But to place it right consult 


CARLETON & KISSAM 


Postal Telegraph Bldg., New York. 
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| Emphatic 
| 4nd em, 


Undeniable 
\\ 


~—= “Se 
Cincinnati Post’s 


average daily circulation exceec 


120,000 COPIES. 
The Post's city circulation on week-days is 
greater than that of all the other English 


morning and evening newspapers combined. 


The Post guarantees to every advertiser 





Is 





that its bona fide daily circulation on week- 
days is greater than that of all the English 
morning daily newspapers published in Cin- 
cinnati combined. J¢ also guarantees to 
every advertiser that its bona fide paid 
circulation is more than four times larger 
than that of the only other English even- 
ing newspaper published in Cincinnati, or 
no charge for advertising, 


N 


THE SCRIPPS-McRAE LEAGUE. 
For further information write 





E. T. PERRY, 
Manager Foreign Advertising Department, 
| 63 TRIBUNE BLDG., NEW YORK. 


66 HARTFORD BLDG., CHICAGO 





